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A  BITTER  PILL  FOR  OTHER 
HEALTHCARE  COMPANIES 
TO  SWALLOW 


No  one  would  claim  it  was  easy,  but  we  did  it. 
Crookes  Healthcare  is  the  number  one  supplier  to  the 
pharmacy  trade. 

Something  you  deserve  thanks  for. 

And  whats  put  us  in  front?  Twelve  brand  leaders, 
and  a  commitment  to  supporting  all  our  brands  with 
extensive  and  effective  advertising. 

We  are  spending  a  massive  £16  million  on  adver- 
tising support  and  next  year  well  be  investing  in  a  new 
product  every  other  month. 

All  of  which  must  be  giving  the  competition  quite  a 
headache. 

Might  we  suggest  a  couple  of  Nurofen? 
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Bringing  in  the 
baby  business 


DOES  IT  BETTER 


TV  is  the  driving  force  behind 
Sensodyne's  excellent  growth  record. 

Sensodyne  is  the  outright  brand 
leader  in  the  sensitive  toothpaste 
sector,  i 

It's  consistently  growing  at  twice  the 
rate  of  the  total  toothpaste  market, 
where  it's  now  the  No  4  brand.' 

Sensodyne  is  back  on  air  again  in 
November  with  a  £3.5  million  national 

1.  Independent  retail  audit 


Original  Flavour 


SENSODYNE 

Relieves  Ihe  pain  ol  sensitive  teeth 


SENSODYNE 


Relieves  the  pain  ot  sensitive  teeth 


Fresh  Flavour  with  Fluoride 

SENSODYNE 


Relieves  the  pain  ot  sensitive  teeth 


TV  campaign,  using  our  proven  sales- 
boosting  commercial. 

■  Additionally,  94%  of  dentists  and 
hygienists  recommend  Sensodyne. 

■  Research  shows  that  1  in  4  adults 
suffers  from  sensitive  teeth,  so  the 
market  potential  is  enormous. 

■  Stock  all  3  flavours  in  both  sizes,  to 
offer  your  customers  more  choice. 
Don't  miss  out!  Order  today! 


SENSODYNE 
TOOTHPASTE 


SENSODYNE  ORIGINAL  •  SENSODYNE  MINT  ■  SENSODYNE  K 


BRITAIN'S  NO.  1 BRANE 
FOR  SENSITIVE  TEETF 
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COMMENT 


^■he  pharmaceutical  committee  of  the  European 
Commission  meets  next  on  October  23-24.  On  the 
I  agenda  will  be  the  responses  of  Community  members 
on  proposals  to  introduce  a  European  "POM"  list.  PAGE 
director  John  Wells  spelt  out  recently  the  disastrous  effects 
the  adoption  of  such  a  proposal  could  have  on  the  OTC 
medicines  market  in  the  UK  (see  C&D  last  week,  p630). 
He  spoke  of  a  potential  slump  in  sales  of  an  estimated 
JtlOOm  and  the  possible  reclassification  of  drugs  commonly 
used  in  OTC  medicines  such  as  codeine,  diphenhydramine 
and  ephedrine.  This  can  be  of  no  benefit  to  industry, 
consumer,  government  or  retailer. 

The  Department  of  Health's  response  to  the 
Commission's  proposals  has  not  yet  been  made  public,  but 
it  would  be  surprising  if  it  did  not  share  many  of  the  PAGB's 
concerns.  Any  switch  from  OTC  to  prescription  status 
must  mean  more  visits  to  the  GP  and  a  consequently  higher 
NHS  drugs  bill.  The  Medicines  Control  Agency  is 
understood  to  have  lobbied  hard  against  the  proposals. 

In  its  own  submission  to  the  Commission  the  PAGB  is 
quite  blunt.  The  industry  does  not  see  the  need  for 
harmonisation  of  prescription  or  non-prescription  status. 


This  would  hinder  the  development  and  delay  the 
marketing  of  new  OTC  medicines.  It  would  vastly  increase 
the  workload  of  the  MCA.  And  since  the  majority  of  non- 
prescription medicines  will  not  move  throughout  the  EEC, 
but  remain  confined  to  national  markets  because  of  the 
retention  of  national  registration  systems,  it  is  pointless. 

At  a  time  when  the  public  is  at  last  coming  to  recognise 
the  pharmacy  as  a  place  for  health  advice  (rather  as  it  did  in 
the  days  before  the  NHS  was  born),  any  reduction  of  the 
variety  of  OTC  medicines  must  be  viewed  with  alarm.  The 
pressure  in  the  UK  is  to  release  more  medicines  for  OTC 
use,  not  restrict  them.  Whether  the  European  Commission 
sees  it  in  this  light,  or  indeed  the  UK's  Community 
partners,  remains  to  be  seen. 

It  is  to  be  hoped  that  the  proposal  is  quietly  dropped  as 
unnecessary.  Such  a  "minimum  directive"  will  make  no 
contribution  to  the  single  market,  and  the  wide  differences 
between  the  Member  States  make  a  more  harmonised 
approach  impossible,  says  the  PAGB.  And  the 
Commission's  solution  of  a  Commission  Committee,  which 
could  gradually  introduce  more  extensive  and  binding 
harmonisation,  sounds  like  a  bureaucrat's  daydream. 
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NEWS 


ots'  homes  policy 
ics  Committee 


The  approaches  by  Boots  to 
directors  of  social  services,  and 
direct  to  residential  homes  in 
Scotland,  are  to  be  considered  by 
the  Ethics  Committee  of  the  Royal 
Pharmaceutical  Society  at  the 
beginning  of  November. 

With  two  weeks  to  go  before 
regulations  are  laid  allowing  the 
introduction  of  residential  homes 
and  patient  medication  record 
schemes  in  Scotland,  Boots  have 
circularised  homes  there. 

A  letter  dated  October  9  from 
the  company's  Union  Street 
offices  in  Glasgow  refers  inquiries 
to  Boots'  two  community  home 
advisors. 

It  advertises  the  services 
Boots  will  be  offering  when  the 
scheme  comes  into  effect, 
including  "the  monitored  dosage 
system  of  medication  handling 
(available)  without  charge  linked 


to  a  computer  printed  recording 
system  which  we  believe  will  have 
great  benefits  to  you,  your  staff 
and  clients  in  your  care ' ' . 

Chairman  of  the 
Pharmaceutical  General  Council 
Graeme  Millar,  has  told  Boots 
pharmacy  superintendent  Colin 
Baldwin  he  is  concerned  at  the 
company's  approach,  saying  the 
scheme  was  intended  to  start 
from  a  status  quo  position. 

"It  runs  contrary  to  the  spirit 
of  the  new  regulations  which  will 
be  laid  in  Scotland,"  says  Mr 
Millar.  It  may  also  draw  an 
invidious  distinction  between 
those  who  currently  provide  a 
service,  and  Boots,  he  feels. 

At  least  one  major  Social  Work 
Department  is  already  raising 
questions  following  the  circular. 
Greater  Glasgow  Social  Work 
Department  is  concerned  that 


standards  at  all  its  homes  may  not 
be  the  same.  Chief  area 
pharmaceutical  officers  have  been 
alerted  to  monitor  the  situation. 

Meanwhile  Mr  Millar  says  he 
is  involved  in  discussions  with  the 
chief  pharmacist  at  the  Scottish 
Home  and  Health  Department, 
but  warns:  "It  may  come  down  to 
being  a  purely  ethical  matter. ' ' 

Mr  Millar  is  also  a  member  of 
the  Pharmaceutical  Society's 
Scottish  Executive  and  a 
contractor  who  services 
residential  homes.  "It  is  sad  that 
a  company  as  professional  as 
Boots,  which  has  already  said  it  is 
taking  a  passive  approach,  is  now 
taking  a  more  aggressive 
attitude,"  he  told  C&D. 

The  Society  has  confirmed 
that  its  Ethics  Committee  will  be 
examining  the  situation  before  the 
November  Council  meeting. 


Training 
packages  — 
the  latest 

Radcliffe  Medical  Press  have  now 
despatched  5,000  residential 
homes  training  packages  and 
7,000  on  patient  medication 
records  to  English  pharmacists. 
But  so  far  only  about  1,000 
pharmacists  have  completed  the 
assessment  pages  and  returned 
them  for  certification. 

Both  packages  are  currently 
out  of  print.  Extra  copies  were  to 
be  ready  for  despatch  on  October 
18.  Radcliffe  hold  outstanding 
orders  for  600  residential  homes 
and  200  PMR  packs.  The  new; 
print  run  will  deal  with  this 
backlog. 

Radcliffe  believe  all  requests 
made  before  September  9  have 
been  dealt  with.  If  you  think  your 
package  has  been  lost  please 
contact  Mrs  McKeown  on  0865 
790696.  Problems  have  been 
caused  by  duplicate  applications. 
Only  one  pack  per  pharmacy  will 
be  supplied.  The  form  of 
completion  can  be  photocopied. 


FPCs  hear  about  homes  and 
PMR  schemes 


Family  practitioner  committees  in 
England  and  Wales  have  this  week 
been  circularised  with  details  of 
the  residential  homes  and  patient 
medication  schemes  agreed 
between  contractors  and  the 
Department  of  Health. 

However,  there  is  still  some 
confusion  among  contractors  over 
the  implementation 
arrangements.  The 
Pharmaceutical  Services 
Negotiating  Committee  has 
issued  the  following  guidance 
which  it  hopes  will  clear  up  most 
problem  areas. 

The  October  Drug  Tariff  sets 
out  detailed  arrangements 
regarding  payments  for  advice  to 
residential  homes  and  for 
maintaining  patient  medication 
records. 

1.  The  provider  of  the  advice  The 

Department  of  Health  has 
confirmed  that  the  services 
provided  to  residential  homes 
must  be  carried  out  by 
pharmacists  who  have  completed 
the  training  course,  and  cannot  be 
delegated  to  pharmacists  who 
have  not,  or  to  unqualified  staff. 

2.  The  "five  home  limit"  Paragraph  3 
within  the  arrangements,  which 
has  raised  many  queries,  states: 
'  'A  pharmacy  taking  part  in  the 
scheme  should  not  normally  have 
agreements  to  provide  advice  to 


more  than  five  homes  though  the 
family  practitioner  committee  may 
accept  agreements  for  a  larger 
number  of  homes  if  an  adequate 
service  would  not  otherwise  be 
provided. 

There  may  be  situations 
(particularly  in  areas  with  a  large 
proportion  of  retired  persons) 
where  there  are  insufficient  local 
pharmacies  to  provide  a  service 
on  the  basis  of  a  maximum  of  five 
homes  per  pharmacy.  In  such 
cases  the  Drug  Tariff  allows 
flexibility  for  the  pharmacies  to 
agree  with  the  FPC  that  provision 
of  services  may  exceed  five 
homes  per  pharmacy.  In  these 
cases  payment  will  be  made  on  the 
basis  of  the  actual  number  of 
homes  so  serviced. 

Where  services  are  provided 
to  more  than  five  homes  without 
the  FPCs  specific  agreement, 
payment  will  be  made  only  for  five 
homes  for  which  appropriate 
forms  have  been  completed. 

There  will  be  cases  where 
pharmacies  are  currently 
servicing  more  than  five  homes 
and  have  been  doing  so  for  some 
time.  In  such  cases  the  pharmacy 
concerned  may  make  application 
to  the  FPC  arguing  that  a 
satisfactory  service  has  been 
provided  over  a  number  of  years 
and  the  home  would  therefore 


prefer  to  continue  with  the  status 
quo. 

In  such  circumstance  the  FPC 
may  apply  the  Drug  Tariff  ruling 
by  accepting  that  the  pharmacy 
should  continue  to  provide  this 
proven  service  on  the  grounds 
that  adequate  service  would  not 
otherwise  be  provided.  It  must  be 
stressed  that  this  is  a  matter  for 
local  decision  by  the  FPC. 


3.  Agreement  forms  The  Department 
circular  is  being  sent  to  FPCs  and 
an  FPN  is  being  sent  to  each; 
contractor.  Pharmacists  will) 
receive  one  copy  of  the  model 
forms  for  agreement  withj 
residential  homes  and  for  applying 
to  join  the  scheme  as  part  of  the 
FPN.  If  additional  copies  are) 
required  these  should  be  obtained 
from  the  FPC. 


Boots  admit  to  active 
approach  on  homes 


Boots  have  refuted  allegations 
that  their  approaches  to 
residential  homes  are  in  breach  of 
their  terms  of  service  and  the 
Royal  Pharmaceutical  Society's 
Code  of  Ethics. 

And  the  company  has  made  it 
clear  that  it  is  no  longer  adopting  a 
passive  approach  in  publicising  its 
planned  service,  in  spite  of  recent 
statements  to  the  contrary. 

Boots  see  the  homes  and 
PMR  schemes  as  optional 
services  separate  from  the 
dispensing  service.  They  say: 

"Boots  are  satisfied  that  the 
professional  recommendation  and 
supply  of  a  drug  administration 
scheme  to  a  home  under  the  new 
Regulations  does  not  represent  an 
inducement  under  the  NHS  terms 
of  service,  and  Boots  consider 
that  any  contractor  may  offer  the 
new  services  as  professional 


services  within  the  Society's 
Code  of  Ethics. 

"Boots  the  Chemists  were 
initialy  approached  by 
representatives  of  the  Social 
Services  and  asked  if  they  would 
be  interested  in  providing  a 
service  to  residential  homes. 
When  it  became  known  that  this 
service  may  be  available  the  level 
of  interest  was  so  great  that  it  was. 
decided  to  make  information  on 
the  company's  drug 
administration  system  more, 
widely  available.  Potentially 
interested  carers  were  then; 
approached. 

"Perhaps  unsurprisingly  we 
found  that  competing  pharmacies 
had  already  made  contact, 
particularly  with  individual  homes.! 
Ultimately,  the  managers  of  the 
homes  will  decide  whether  they) 
wish  to  use  any  service. ' ' 
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Views  sought  on  advertising 


Industry 
faces  up  to 
recruitment 
problems 

Britain's  pharmaceutical  industry 
faces  major  challenges  because  of 
the  shortage  of  science  graduates, 
according  to  Dr  John  Griffin, 
director  of  the  Association  of  the 
British  Pharmaceutical  Industry. 

A  new  drive  by  manufacturers 
to  encourage  the  take-up  of 
science  options  in  schools  and 
universities,  and  an  industry 
recruitment  campaign  to  supply 
2,000  graduates  a  year  gets 
underway  this  week. 

The  current  static  output  of 
science  graduates  will  be 
insufficient  to  meet  the  demands 
of  all  UK  employers  and  the 
situation  could  deteriorate. 

"Britain's  pharmaceutical 
industry  thrives  on  innovation 
generated  by  young  scientists  and 
it  must  not  be  stifled.  Three  of  the 
world's  top  five  medicines  were 
discovered  in  the  UK  and  if  we  are 
to  maintain  our  lead  we  will  need 
many  more  graduates  over  the 
next  decade , ' '  said  Dr  Griffin. 

As  part  of  its  campaign  the 
ABPI  is  distributing  40,000  copies 
of  a  new  graduate  careers  guide  to 
universities  and  polytechnics. 

There  is  also  growing  concern 
over  the  need  for  improved 
science  training  for  young  people. 
A  new  appointment  at  the  ABPI  is 
science  education  co-ordinator, 
Libby  Clark,  who  will  promote  the 
awareness  of  science  at  all  levels 
of  education. 

I  Large  rise 
in  AIDS  cases 

The  88  new  AIDS  cases  reported 
last  month  represent  the  highest 
increase  for  some  time. 

Figures  from  the  Department 
of  Health  show  a  cumulative  total 
of  2 ,649  cases  in  the  UK  up  to  the 
end  of  September,  of  whom  1 ,388 
(52  per  cent)  have  died,  and  the 
known  number  of  HIV  antibody 
positive  cases  has  risen  to  11,218. 

Health  Minister  David  Mellor 
said  last  week  that  the  figures 
"emphasise  once  again  that  we 
cannot  relax  our  guard."  The 
number  of  injecting  drug  users 
with  HIV  and  people  infected 
heterosexually  continues  to  grow 
and,  although  these  groups 
account  for  only  7  per  cent  of 
AIDS  cases,  they  represent  a 
reservoir  from  which  spread  into 
the  general  population  can  occur. 


Proposals  for  changes  to  the 
Royal  Pharmaceutical  Society's 
Code  of  Ethics  rules  of  advertising 
have  now  been  sent  out  to  the 
Society's  branches.  Members 
have  until  the  end  of  the  year  to 
comment  via  the  branch  system. 
Council  hopes  to  put  a  motion 
enshrining  the  changes,  amended 
if  necessary  in  the  light  of  the 
comments,  to  the  annual  general 
meeting  in  May. 

Secretary  and  registrar  John 
Ferguson  announced  the 
Society's  move  at  the  Co- 
operative Executive  Pharmacists 
Conference  (C&D  last  week, 
p628),  and  in  a  letter  to  branch 
secretaries  he  expands  on  the 
reasons.  "Council  accepts  that 
the  promotion  of  the  extended 
role  will  require  information  to  be 
provided  about  the  range  of 
services  available  from  a  particular 
pharmacy,"  Mr  Ferguson  says. 
"There  should  be  no  undue 
restriction  applied  to  the  provision 
of  such  information  in  the 
Council's  view.  Pharmacists 
operate  in  a  competitive  health 
care  sector,  and  within  generally 
accepted  professional  restraints 
must  be  free  to  inform  potential 
users  about  the  services  they  are 
qualified,  sometimes  uniquely 
qualified,  to  provide." 

The  Society  envisages  no 
change  in  the  principle  of 
Paragraph  7  of  the  Code  of  Ethics, 
but  the  new  form  sets  out 
obligations  which  are  part  of  the 
Code  and  are  mandatory 
standards.  It  is  any  act  of  omission 
which  appears  to  breach  the 
obligations  that  could  form  the 
basis  of  a  complaint  of  misconduct. 

The  redraft  reflects  recent 
statements  by  the  Office  of  Fair 


Trading  and  the  Monopolies  and 
Mergers  Commission  on 
advertising  and  the  professions 
and  states  requirements  with 
which  all  publicity  relating  to 
pharmacy  business  must  comply, 
then  special  requirements  relating 
to  publicity  for  professional 
services  (see  below). 

The  guidance  notes 
themselves  make  it  clear  that  the 
Council  still  wishes  to  encourage 
collective  advertising  for  the 
profession  by  representative 
bodies,  with  information  on 
professional  services  in  a 
particular  area  provided  through 
local  NHS  representative  bodies. 
"Where  such  collective 
information  is  available,  individual 
pharmacies  should  not  advertise  in 
doctors'  surgeries,"  says  Mr 
Ferguson.  Council  also  believes  it 
is  inappropriate  for  pharmacies  to 
advertise  non-professional 
services  in  a  surgery. 

The  guidance  notes  also  state 
that  the  separation  between  the 


advertising  of  professional 
services  and  non-professional 
activities  is  desirable.  The  list  of 
professional  services  has  been 
extended  to  include:  the  collection 
of  prescriptions  and  delivery  of 
dispensed  medicines;  the 
maintenance  of  patient  medication 
records;  counterprescribing; 
diagnostic  testing  services; 
pharmaceutical  services  to 
residential  homes,  nursing  homes 
and  sheltered  housing;  and  the 
provision  of  health  education  and 
health  care  information. 

The  Council  also  proposes  a 
relaxation  of  the  rules  on  the  use 
of  the  words  "chemist"  and 
' '  pharmacy ' '  in  adverts .  The  new 
rules  would  allow  either  word  no 
more  than  twice,  or  once  each  in 
any  advert,  an  increase  from  the 
current  "once  only"  rule. 

Mr  Ferguson  says  the  change 
reflects  use  of  "pharmacy"  in 
business  titles  —  a  word  now 
banned  from  an  advertisement 
for,  say,  offers  on  toiletries. 


Council's  proposal 

7.  Publicity  covers  all  forms  of 
announcements  or  information 
relating  to  all  the  goods  and  services 
offered  or  provided  by  pharmacists 
or  pharmacies  to  health  care 
professionals  or  the  general  public. 
7.1  All  publicity 

i)  must  be  of  a  character  that  could 
not  reasonably  be  regarded  as  likely 
to  bring  the  profession  into 
disrepute. 

ii)  must  be  legal,  decent  and 
truthful. 

Hi)  must  not  abuse  the  trust  of 
customers  or  exploit  their  lack  of 
knowledge. 


for  Paragraph  7 

7.2  Publicity  for  professional 
services,  in  addition  to  complying 
with  the  above  conditions, 

i)  must  be  factual,  dignified  and 
restrained. 

ii)  must  not  disparage  the 
professional  services  of  other 
pharmacists  or  pharmacies,  nor 
make  claims  of  superiority,  either 
expressed  or  implied,  in  this  respect, 
in)  must  not  involve  an  unsolicited 
approach  by  way  of  a  telephone  call, 
or  a  visit  made  without  prior 
appointment. 

iv)  must  not  offer  any  inducement 
in  relation  to  professional  services. 


CHEMIST  &  DRUGGIST  21  OCTOBER  1989 


653 


NEWS 
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ok  at  reports  of  'hypo' 
with  human  insulin 


The  Committee  on  Safety  of 
Medicines  is  to  investigate 
reports  that  diabetics  no  longer 
get  warning  signs  of  a 
hypoglycaemic  attack  when  they 
change  to  human  insulin. 

In  a  statement  issued  last 
Thurday  Professor  William 
Asscher,  chairman  of  the 
Committee  on  Safety  of 
Medicines,  said  the  CSM  is 
working  closely  with  the  British 
Diabetic  Association  to  check 
unsubstantiated  reports  that 
patients  lose  their  normal  warning 
symptoms  of  hypoglycaemia  when 
they  transfer  from  animal  derived 
to  human  insulin. 

Meanwhile  both  the  BDA  and 
CSM  advise  diabetics  worried  that 


Consumers 
'conned'  by 
green  labels 

Consumers  are  being  conned  by 
official-looking  but  meaningless 
environmental  labels  in  shops, 
says  the  Consumers'  Association. 

More  than  half  (55  per  cent)  of 
the  shoppers  interviewed  in  a 
survey  who  were  shown  a  label 
making  environmental  claims 
believed  that  such  a  label  implied 
"official' '  approval  of  the  claims. 
They  also  thought  that  such  goods 
must  have  been  tested  to  some 
independent  standard  —  by  far  the 
most  popular  guess  (44  per  cent) 
was  that  the  Government  had 
approved  the  goods. 

Less  than  one  in  three  (29  per 
cent)  was  clear  that  no  official 
approval  was  needed  to  slap  a 
"green  label"  on  a  product.  Of 
these,  more  than  four  out  of  five 
(83  per  cent)  felt  that  labelled 
goods  should  require  approval. 
"Our  findings  show  a  clear  need 
for  an  official  labelling  scheme," 
says  John  Win  ward,  head  of  policy 
development  at  the  Consumers' 
Association.  "Consumers clearly 
are  interested  in  the 
environmental  safety  of  what  they 
buy,  and  many  are  prepared  to  pay 
higher  prices." 

A  simple  rating  system  is 
proposed  by  the  Association, 
which  does  not  support  the 
Government's  approach  of 
limiting  coverage  to  the  "use  and 
disposal"  of  products.  The 
Association  agrees  that  a  labelling 
scheme  should  be  voluntary;  it 
also  sees  a  case  for  controlling 
generalised  environmental  claims. 


they  have  lost  the  warning  signs  of 
a  "hypo"  not  to  change  insulin 
dose  but  to  see  their  doctor. 

So  far  there  is  no  firm  evidence 
that  loss  of  warning  signs  is 
peculiar  to  human  insulin.  It  can 
occur  with  any  insulin  in  patients 
whose  diabetes  is  well  controlled 
or  who  have  been  diabetic  for 
many  years.  The  BDA  says 
patients  often  find  when  talking  to 
their  doctor  that  the  problem  can 
be  attributed  to  something  other 


than  insulin. 

The  BDA  told  C&D  on 
Monday  that  it  had  not  yet  started 
its  investigation  into  why  diabetics 
lose  their  warning  signs  because  it 
has  not  yet  found  a  scientific 
method  for  doing  so .  Only  a  small 
number  of  Britain's  200,000 
diabetics  using  human  insulin  have 
this  reaction.  But  if  diabetics  are 
convinced  that  human  insulin  is 
causing  problems  then  they  can  be 
changed  back  to  animal  insulin. 


GPs  consult  on  generics 


A  high  proportion  of  GPs  are 
asking  pharmacists  about  generic 
medicines,  according  to  a  new 
report  from  Intercontinental 
Medical  Statistics  which  looks  at 
the  impact  of  increasing 
constraints  and  pressures  on 
GPs'  approach  to  treatment. 

Of  nearly  200  GPs  interviewed 
for  the  report,  50  per  cent  said 
they  had  discussed  generics  with 
a  pharmacist.  Topics  most 
frequently  discussed  were  price 
differentials  between  generic  and 
branded  medicines  (mentioned  by 
half  the  doctors),  quality  and 
consistency  of  appearance. 

Doctors  also  talked  to 
pharmacists  about  which 
companies  generics  were  bought 
from  and  patent  expiry. 
Interestingly  only  2  per  cent  asked 
about  biovailabifity . 

The  report  indicates  younger 
GPs  are  more  likely  to  discuss 
things  related  to  generic 
medicines.  Some  also  discussed 
PACT  prescribing  data. 

Overall  it  appears  that  GPs  are 
keen  to  support  branded  products 
but  if  they  are  forced  to  cut  costs 
then  they  see  generic  prescribing 
as  a  way  to  do  that.  According  to 


IMS'  medical  data  index  the 
proportion  of  prescriptions 
written  generically  has  risen  from 
22  per  cent  in  1985  to  37  per  cent 
this  year. 

Most  GPs  acknowledge  that 
use  of  developing  technology  and 
better  practice  management  will 
help  them  take  a  more  cost 
conscious  approach  to  treatment. 

Nearly  two  thirds  of  GPs 
interviewed  will  probably  have  a 
practice  computer  in  the  next  six 
months.  And  computer  usage  is 
likely  to  broaden  from  its  current 
use  for  repeat  prescriptions, 
screening,  recall  and  patient 
registers,  to  analysing  prescribing 
costs  and  providing  a  directory  of 
product  pricing  information. 

Written  formularies  are 
currently  used  by  just  a  handful  of 
those  interviewed  but  half  of  them 
anticipated  adopting  one  within 
two  years.  Although  cost  was  not 
a  major  consideration  for  including 
a  product  in  a  formulary,  indicative 
drug  budgets  will  almost  certainly 
be  a  strong  influence  on  product 
selection. 

'  'Generic  prescribing  in  the  UK" 
costs  £6,000  from  IMS  UK  & 
Ireland.  Tel:  01-868  4444. 


High  costs  of  diabetes 


Diabetes  will  cost  the  NHS  £1 
billion  this  year,  says  a  report  from 
the  Office  of  Health  Economics. 

Over  500,000  people  are 
diagnosed  as  having  the  disease, 
but  this  1  per  cent  of  the 
population  accounts  for  4-5  per 
cent  of  all  NHS  expenditure.  A 
similar  number  may  be  suffering 
from  undiagnosed  diabetes,  and 
costly  complications  may  be 
developing  in  older  non-insulin 
dependent  diabetics  whose  lack  of 
serious  symptoms  makes  them 
difficult  to  detect. 

The  report,  "Diabetes:  A 
model     for     health  care 


management"  (£1.50),  says  it  is 
believed,  though  not  proven,  that 
maintaining  near  physiological 
blood  glucose  levels  is  the  key  to 
avoiding  acute  crises  and  long- 
term  complications.  Screening  for 
protein  in  the  urine  followed  by 
advice  on  diet  and/or  a  change  in 
medication,  may  delay 
nephropathy,  while  screening  for 
hypertension  can  reduce 
cerebrovascular  and  coronary 
heart  disease. 

The  report  warns  that 
indicative  drug  budgets  are  likely 
to  deter  GPs  from  seeking  new 
patients  with  diabetes. 


BRIEFS 


Arthritis  Care,  the  registered  charity, 
has  published  a  booklet 
"Information  for  people  with  I 
arthritis",  sponsored  by  Parke- 
Davis  Research  Laboratories  and 
the  Department  of  Health.  The 
booklet  covers  the  different 
rheumatic  diseases,  making  the 
most  of  treatment  including  drugs, 
self  help  and  coping  with  every 
day  life.  It  is  available  free,  with 
stamped  addressed  envelope, 
from  Arthritis  Care,  5  Grosvenor 
Crescent,  London  SW1X  7ER. 
Prostaglandin  E , ,  in  an  "innovative" 
controlled-release  delivery 
system,  has  been  approved  for 
obstetric  use  in  the  UK  by  the 
Medicines  Control  Agency.  The 
pessaries  have  been  developed  by 
Advanced  Medical  Technologies 
of  San  Francisco,  who  say  the 
product  will  avoid  problems  of 
"dose  dumping"  seen  with 
conventional  PGE ,  dosage  forms. 
Roussel  Laboratories  will  market 
the  pessaries  in  the  UK  under  the 
trade  name  Propess. 
The  Commonwealth  Pharmaceutical 
Association  is  hoping  to  collect  some 
10,000  BNFs  from  community 
and  hospital  pharmacies  in  the 
third  Pharmaid  Week,  November 
6-11.  The  CPA  is  also  asking  for 
copies  of  the  28th  edition  of 
Martindale.  These  and  copies  of 
the  16th  (brown)  and  17th  (purple) 
editions  of  the  BNF  will  be  sent  to 
developing  countries  within  the 
Commonwealth  with,  the  help  of 
Ranfurly  Library  Services.  Van 
drivers  from  AAH  Wholesalers 
(Vestric,  Hills,  Ayrton  Saunders, 
Herbert  Ferryman,  Mawson  & 
Proctor,  and  Northern 
Pharmaceuticals)  will  be  collecting 
the  books. 

Parkside  Health  Authority  has  been 
given  the  go-ahead  by  North  West 
Thames  RHA  for  its  proposed 
£150m  hospital  rebuild.  The  plan 
now  awaits  the  final  agreement  of 
the  Department  of  Health  and  the 
Treasury,  in  the  Winter.  Under 
the  strategy  St  Mary's  Hospital, 
Paddington,  and  Central 
Middlesex  Hospital  at  Park  Royal 
will  be  rebuilt  as  university 
teaching  hospitals  offering  a  full  iij 
range  of  services.  St  Charles 
Hospital,  Ladbroke  Grove,  will  be 
redeveloped  at  a  cost  of  at  least  j 
£5m  as  a  new  community  hospital. 
Paracetamol  elixir  paediatric  has  been  \ 
deleted  from  then  NHS  dental  list 
from  October  1.  Paracetamol  oral 
suspension  paediatric  BP  is  added 
which  means  Calpol  suspension, 
Disprol  junior  and  paediatric 
suspensions  can  now  be 
prescribed  on  FP14  (not  on  GP  | 
14).  Other  additions  to  the  list  are: 
hydrocortisone  and  miconazole 
cream  and  ointment  (Daktarin), 
temazepam  hard  and  soft  capsules 
and  tablets.  Deletions  are: 
Lignocaine  viscous  mouthwash 
DPF  and  procaine  penicillin 
injection  forte  (Bicillin). 
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Pharmacists 
slow  to  take 
up  staff 
training? 

The  National  Pharmaceutical 
Association  says  six  out  of  seven 
customers  are  first  seen  by  a 
counter  assistant,  but  support  for 
their  medicine  counter  assistants 
programme  of  training  has  been 
very  disappointing. 

The  course  aims  to  teach  the 
assistant  to  ask  the  right 
questions,  not  to  relieve  the 
pharmacist  of  his  duties,  says  the 
NPA.  The  tutors  are  practising 
community  pharmacists  who  fuDy 
understand  where  the  role  of  the 
assistant  ends  and  that  of  the 
pharmacist  begins. 

At  £90  the  course  of  six  off- 
the-job  seminars  deals  with  the 
symptoms  of  common  ailments, 
the  art  of  asking  the  right 
questions  and  most  importantly, 
referring  customers  to  the 
pharmacist  where  necessary. 

API  warns  on 
'overselling' 

Pharmacists  dispensing  parallel 
imports  where  the  foreign 
trademark  is  overlabelled  with  a 
British  trade  mark  might  risk 
involvement  in  legal  actions  over 
trade  marks  and  product  liability, 
says  the  Association  of 
Pharmaceutical  Importers. 

In  granting  PL(PI)  licences  in 
both  the  original  country  of  origin 
name  and  the  British  name, 
neither  the  Department  of  Health 
nor  the  Medicines  Control  Agency 
is  concerned  with  intellectual 
property  rights,  API  suggests. 

The  Association  suggests 
overlabelling,  say  Voltarene  or 
Adalate  with  Voltarol  or  Adalat, 
could  be  an  offence  under  the 
Trade  Marks  Acts.  And,  in  certain 
circumstances,  a  pharmacist 
dispensing  an  overlabelled  pack 
could  be  involved  in  a  product 
liability  suit  if  the  product  were 
found  to  be  defective. 

The  API  says  its  members  do 
not  overlabel  their  Pis  that  way. 

The  Health  Education  Authority  is  to 

start  a  campaign  against  teenage 
smoking.  Aimed  at  11-14  year 
olds,  the  campaign  will  use  youth 
magazines  and  television  and  will 
cost  at  least  £2.2  million  a  year  for 
three  years.  Information  packs  for 
schools  and  youth  clubs  will  try  to 
persuade  teenagers  not  to  start 
smoking. 


TOPICAL  REFLECT! 

fry  %^AJ4^1 


Signs  of  the 
times 


More  than  a  little  concerned 
at  the  thought  of  losing 
residential  homes  I've 
served  for  years,  I  have 
been  busy  talking  to 
owners,  managers  and 
matrons  about  the 
regularisation  of  services  as 
laid  out  in  the  admirable 
proposed  document  given 
us  last  week  by  PSNC  via 
C&D.  We  photocopied 
them  for  our  homes 
customers  who  saw  no 
objection  to  signing  there  and  then. 
Naturally,  I  could  hardly  prevent  them 
showing  their  loyalty,  so  now  have  a  clutch 
of  documents  ready  to  forward  at  the 
appropriate  time. 

Although  we  have  always  tried  to  give 
good  service,  it  has  been  very  much  a 
matter  of  making  sure  we  did  things  right. 
I  have  to  admit  it  was  nice  to  have  our 
customers  acknowledge  that  they 
considered  us  an  important  and  reliable 
part  of  their  business  with,  which  they 
would  prefer  to  continue,  rather  than 
swap  for  an  untried  packaged  from  an 
impersonal  company . . . 

Name  change 

FPCs  are  to  be  called  family  practitioner 
services  authorities  next  year.  All  part  of 
the  new  service  we  are  told.  Somehow  I 
never  liked  the  word  "authority" ,  which 
brings  connotations  of  bureaucratic 
insensitivity  rushing  to  the  mind.  I  note 
also  that  Community  Health  Councils  are 
unhappy  at  the  way  patient  complaints 
against  practitioners  are  being  handled. 
Far  too  difficult  to  be  understood  by 
patients  who  feel  they  have  a  damned 
good  reason  for  complaining  about  the  way 
they,  or  someone  they  care  for,  has  been 
been  treated  or  mistreated.  The  trouble 
is,  very  few  people  realise  that  in 
complaints  to  the  FPCs,  the  '  'authorities" 
are  concerned  only  on  the  basis  of  the 


practitioner's  fulfilment  of 
his  contract  terms. 

In  may  past  experience 
the  complainants  couldn't 
care  less  about  the  niceties 
of  contractual  obligations. 
They  are  sore  about  what 
they  see  as  incompetence, 
disinterest,  or  unwillingness 
to  give  time  to  hear  what 
they  have  to  say, 
particularly  when  the 
patient  or  the  bereaved 
subsequently  have  reason 
to  know  they  were  right. 
Worse  still,  when  it  comes 
to  a  hearing  the  complainant 
is  often  no  match  to  the 
practitioner  who,  almost  by 
definition,  has  an  I  Q  well  above  average, 
is  articulate  in  technical  language,  and  is 
supported  by  his  fellows.  It  is  time  the 
procedure  was  reworked. 

Complaints  should  be  made  to  CHCs 
who  should  be  enabled  to  retain  qualified 
advisors  to  assess  the  case  and  if  it  were 
felt  justifiable,  to  present  it,  with  the 
aggrieved,  at  a  special  hearing. 
Contractual  obligation  should  be  a 
secondary  consideration  after  the  findings 
are  made,  to  be  dealt  with  by  FPCs  in 
consequence  of  the  hearing.  Anyone  who 
has  served  on  FPCs  will  know  what  I 
mean. 

More  confidence 

With  the  increased  self-respect  we  can  all 
feel  now  the  supervision  issue  has  been 
quietly  resolved  (despite  the  antagonisms 
we  have  come  out  of  the  debate  a  stronger 
body),  the  news  of  proposed  relaxations 
in  the  codes  covering  advertising  seems 
logical.  It  is  no  bad  thing  to  overhaul  our 
ideas  about  what  is  acceptable  in  our 
individual  efforts  to  enhance  our  business. 
I  can  just  see  the  smile  on  Maggie's  face 
as  she  reads  reports  of  our  coming 
debates,  indicating  her  approval  of  the 
introduction  of  the  cutting  edge  of 
competition  between  pharmacies.  As  if 
there  were  not  already  competition,  albeit 
at  somewhat  discreet  levels,  at  least  in  the 
suburban  scene . . . 
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TERPOINTS 


More  support 
or  Sral-B 

Oral-B  Laboratories,  are 
supporting  their  Oral-B  Plus 
professional  toothbrush  range 
with  a  national  television  and 
Press  advertising  campaign. 

Breaking  simultaneously  this 
month,  the  television  commerciaJ 
and  Press  campaign  are  the 
second  burst  of  Oral-B's  total 
£1.5m  advertising  expenditure. 

The  campaign  will  run  for  six 
weeks,  with  regular  slots  on  TV- 
am,  combined  with  full  colour 
advertisements  in  TV  Times, 
Woman 's  Own,  Bella,  the  Sunday 
Mirror  magazine,  and  You 
magazine.  Oral-B  Laboratories. 
Tel:  0296-432601. 


Spotless! 

An  educational  activity  card  to 
teach  teenagers  about  the 
importance  of  hygiene  in 
eliminating  spots  has  been 
produced  by  Care  Laboratoreis. 

The  '  'hygiene  card ' '  contains 
information  and  illustrations  on 
skin  problems  caused  by  lack  of 
hygiene,  says  the  company.  It  is 
being  mailed  out  to  every 
secondary  school  in  Britain  this 
Autumn.  Care  Laboratories  Ltd. 
Tel:  0625  535577. 


Crookes  and 
parenthood 

Crookes  Healthcare  have 
produced  a  new  film  for  health 
professionals. 

'  'Maeve's  first  year' '  follows 
in  the  footsteps  of  the  successful 
series  of  films  "Talking  of 
parenthood",  which  look  at  the 
emotional  and  psychological 
feelings  behind  pregnancy  and 
new  motherhood.  It  explores  the 
impact  a  baby  has  on  a  couple,  and 
the  ways  in  which  relationships 
change  and  develop  to  cope  with 
the  new  arrival. 

"Maeve's  first  year"  will  be 
released  early  in  1990.  Crookes 
Healthcare.  Tel:  0602  507431. 


It's  caps  off  to 
SMA's  new  look 


Wyeth  Laboratories  have  given 
their  SMA  Gold  and  White  baby 
milks  a  face-lift,  with  new 
packaging  and  a  shorter  brand 
name. 

The  '  'cap' '  has  been  dropped 
from  both  brands  to  promote  a 
better  understanding  of  the 
products,  says  the  company. 

The  redesign  is  said  to  make  it 
easier  for  mums  to  differentiate 


between  the  two  milks.  SMA 
Gold  now  carries  the  strap  line 
'  'from  birth  onwards"  and  White 
carries  the  words:  "For  hungrier 
bottlefed  babies". 

The  instructions  on  the  back  of 
each  pack  are  also  much  clearer, 
better  laid  out  and  generally  more 
"user  friendly",  says  the 
company.  Wyeth  Laboratories. 
Tel:  0628  604377. 


Solent's  IC  pregnancy 
test  for  pharmacies 


Solent  Diagnostics  have  launched 
the  Immuno  Concentration  (IC) 
pregnancy  test  for  in-pharmacy 
use.  It  detects  human  chorionic 
gonadotrophin  at  concentrations 
as  low  as  25  iu/1,  and  can  therefore 
be  used  within  one  or  two  days  of 
a  missed  period. 

The  IC  test,  said  to  take  about 
two  and  a  half  minutes,  is  based  on 
an  enzyme-linked  immunosorbent 
assay  (ELISA)  using  both 
monoclonal  and  polyclonal 
antibodies  to  detect  the  intact 
molecules  of  HCG  in  urine  (or 
serum). 

If  HCG  is  present,  a  positive 
test  is  indicated  by  a  positive  sign 


( +  ) .  The  appearance  of  a  negative 
sign  ( - )  indicates  a  negative 
result. 

Each  kit  comes  with  full 
instructions;  plastic  droppers;  a 
reaction  support  membrane;  two 
reagents  A  and  B;  a  stopping 
solution  to  fix  the  result,  so  the 
test  can  be  given  to  the  patient  as 
a  permanent  record,  and  a  control 
solution. 

All  reagents  come  in  dropper 
bottles,  are  stable  for  a  year,  and 
should  be  stored  at  between  2-8C . 
The  kits  (10  £15;  50  £65.50  both 
trade)  are  available  direct  from 
Solent  Diagnostics.  Tel:  0329 
239519. 


Orchid  oil 
packs  in 
Pure  trial 

Pure  Plant  Products  have 
introduced  a  trial-size  pack 
containing  all  four  of  their  oil  of 
orchid  products. 

The  products  are  packaged  in 
a  window  box  set  to  appeal  to  the 
"mature,  sophisticated  woman," 
says  the  company. 

The  pack  (£2.99)  contains 
gentle  cleansing  lotion,  gentle  skin 
freshner  (both  30ml)  and  a  15g  pot 
of  both  the  day  moisture  base  and 
the  nourishing  night  cream.  Pure 
Plant  Products.  Tel:  051-632 
5998. 


1 


Aria  for 
the  bath 

Orlane  have  added  a  series  of 
body  and  bath  preparations  to 
their  Missoni  Aria  fragrance 
range. 

The  range  comprises: 
perfumed  body  lotion  (£14); 
perfumed  soap  (£7)  and  a 
perfumed  bath  and  shower  gel 
(£13). 

The  introduction  of  the  new 
product  will  be  supported  with  a 
free  evening  bag  with  the 
purchase  of  two  or  more  Aria 
products.  Orlane  Ltd.  Tel:  0252 
724090. 
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Prescribing  information 

Presentation  Each  5ml  contains  I20mg  Paracetamol  BP. 
Uses  For  the  relief  of  pain  (including  teething  pain)  and 
feverishness.  Dosage  and  administration  Children  3-12 
months:  2.5-5ml  four  times  daily;  1-6  years:  5- 10ml  four 
times  daily.  Not  more  than  4  doses  should  be 
administered  in  any  24-hour  period.  Do  not  repeat  doses 
more  frequently  than  4-hourly.  Dosage  tor  children  under 
3  months:  At  physician's  discretion.  Contra-indications, 


warnings,  etc.  Contra-indications:  None  known. 
Precautions:  To  be  used  with  caution  in  the  presence  of 
renal  or  hepatic  dysfunction.  Side-  and  adverse  effects: 
Side-effects  are  rare  in  therapeutic  doses.  Reports  of 
adverse  reactions  are  rare  and  are  generally  associated 
with  overdosage.  Isolated  cases  of  thrombocytopenic 
purpura,  haemolytic  anaemia  and  agranulocytosis  have 
been  recorded.  Nephrotoxic  effects  are  uncommon  and 


have  not  been  reported  in  association  with  therapeui 
doses  except  after  prolonged  administration.  Overdo- :  . 
may  cause  hepatic  necrosis.  Basic  NHS  costs  Cal<  -ji 
Infant  Suspension:  1  litre,  £4.32  (PL3/5067).  Sugar-Free 
Calpol  Infant  Suspension:  1  litre,  £4.32  (PL3/0244). 
Further  information  is  available  on  request.  3gfc 
The  Wellcome  Foundation  Ltd  rTT\ 
Crewe,  Cheshire  Wellcome 


CALPOL  NEWS: 


NEW  PACK,  N 


PRIC 


A 


»  Calpol* 

""•""lata  .   .  \ 

l'*>i»,d        Infant  Suspension 


Each  5ml  contains 
120mg  Paracetamol  B 
Prescription  diluent- 
Syrup  BP 


From  12th  September  1989  the  1  litre 
Calpol  Infant  Suspension  dispensing  pack  will  be 
priced  at  the  new  level  of  £4.32. 

On  the  same  date  Wellcome  will  also  be 
introducing  a  new  1  litre  Sugar-Free  Calpol  Infant 
Suspension  dispensing  pack,  again  at  £4.32. 

The  price  of  these  packs  is 
equal  to  the  Drug  Tariff  price  of 
paracetamol  suspension, 
and  it  is  our  understanding 
that  pharmacists  will  be 


expected  to  use  these 
Calpol  1  litre  packs 
for  dispensing  all 
NHS  prescriptions 
for  Calpol. 

This  price  equivalence  will  also  make  it 
economical  to  meet  all  generic  prescriptions 
for  paracetamol  suspension  with  one  of 
the  above  branded  Calpol  suspensions. 

Stocks  are  available  now  from 
your  usual  wholesaler. 


rHE  WELLCOME 
FOUNDATION  LTD 


CALPOLlnfant  Susp. 


Paracetamol  BP 


Trade  Mark 


Night  Time 

A  new  formula  of  Healthcrafts. 
Night  Time  has  been  granted  a 
product  licence  by  the 
Department  of  Health. 

Based  on  a  herbal  formulation 
of  valerian.  hops  and 
passionflower,  Night  Time 
(PL1713/5020R)  is  described  as  a 
natural  combination  of  herbal 
extracts  traditionally  used  to  aid 
restful  sleep. 

Paul  Latimer,  Healthcrafts 
senior  product  manger,  says: 
"With  increasing  interest  in 
natural  medicines  and  the 
anticipated  growth  of  the  herbal 
remedies  market,  product 
licences  will  aid  the  consumer  to 


Night 
Time 


A  combilBliffli  of  herbal 
dmally  used  lo  soc*e  and  so  aid 
restful  sleep 

90  tablets 


identify  the  formulations  whose 
safety  and  quality  are  assured." 

Repacked  and  reformulated, 
Healthcrafts  Night  Time  (90 
£3.19)  is  free  from  artificial 
colours  and  preservatives.  Booker 
Nutritional  Products.  Tel:  0932 
336366. 


Fizzics  from 
Bayer 

Bayer  have  announced  a  £lm 
promotional  campaign  for  Alka- 
Seltzer,  beginning  in  November. 
The  campaign  will  include 


national  consumer  and  television 
advertising  and  will  be  matched 
with  wholesaler  promotions 
including  discounts  and  bonuses. 

The  advertisement  "the 
science  of  plink  plink  fizzics"  will 
run  on  ITV,  C4  and  TV-am. 

It  will  be  supported  with  a 
Press  and  poster  campaign  in  the 
new  year.  Bayer  UK  Ltd.  Tel: 
063539000. 


Oral-B  save 
space 

Oral-B  Laboratories  are 
introducing  a  new  merchandising 
system  to  accommodate  their 
complete  range  of  Oral-B 
interdental  products. 

The  system  is  said  to  have 
been  designed  to  overcome 
retailing  problems  associated  with 
limited  shelf  space  and  can  hold  up 
to  two  dozen  products  in  any 
combination. 

It  also  slots  onto  Oral-B's 
existing  toothbrush 
merchandiser.  Oral-B 
Laboratories  Ltd.  Tel:  0296 
432601.  

Seven  Seas 
on  the  screen 

Seven  Seas  are  promoting  their 
cod  liver  oil  range  this  month,  with 
a  £1.4m  television  advertising 
campaign. 

Starting  this  week,  last  year's 
'  'Tin  man"  advertisement  will  be 
repeated  for  a  period  of  four 
weeks  in  all  areas  says  the 
company.  Seven  Seas  Healthcare 
Ltd.  Tel:  0482  75234. 


Gluten  free 

For  those  on  special  diets  Rite 
Diet's  canned  spaghetti  comes  in 
a  tangy,  tomato  sauce. 

The  company  says  it  tastes 
just  as  good  as  conventional  tinned 
spaghetti  and  is  gluten-free,  and 
low  in  protein.  In  addition,  it  is 
completely  free  of  wheat,  milk, 
lactose  and  egg.  The  spaghetti 
comes  in  a  375g  can  retailing  at 
around  £0.99  (12,  £7  trade). 
Nutricia  Dietary  Products  Ltd. 
Tel:  01-951  5155. 


Minade) 

NEW  PERSONALITY.  NEW  PRODUCTS,  P 


AAinadex  is  growing  up!  Born 
from  the  famous  AAinadex  Tonic, 
there's  now  a  choice  of  health 
supplements,  in  a  syrup  made 
with  real  orange  juice  and 
one-a-day,  chewable  orange 
tablets.  It's  the  only  range  made 


exclusively  for  children  -  exclusively 
from  Seven  Seas,  your  adult  brand 
I  Gcid  6  r 

1988  COMA  report  (DHSS) 
recommends  extra  vitamins  for  all 
babies  aged  6  months  to  at  least  2 
years  and  preferably  up  to  5. 


Recent  DHSS  report  found 
high  percentages  of  schoolchild 
very  deficient  in  many  essential 
vitamins  and  minerals. 

AAinadex  is  the  only  range 
children  of  all  ages. 

AAinadex  now  has  massive 


Hotels 
campaign 
goes  to  Press 

Seven  Seas  are  taking  their  Hotels 
advertising  campaign  into  national 
newspapers  with  a  £500,000 
advertising  campaign  running  until 
March. 

The  brand  will  be  supported 
with  advertisements  in  the 
specialist  health  Press  as  well  as 
Woman 's  Own,  Family  Circle  and 
Woman  and  Home. 

Promotional  material  to 
support  the  brand  will  also  be 
available  including  a  window 
display  kit,  and  a  consumer  offer 
on  Dr  Stephen  Fulder's  latest 
book  on  garlic.  Seven  Seas 
Healthcare  Ltd.  Tel:  0482  75234. 


Cosmetic 
bags  on  offer 
from  Finesse 

Helene  Curtis  are  running  an  on- 
pack  consumer  offer  on  their 
Finesse  range  of  shampoos  and 
conditioners.  This  forms  part  of  a 
£2m  promotional  spend  on  the 
brand. 

Consumers  will  be  able  to 
claim  a  free  cosmetic  bag  for  two 
proofs  of  purchase  or  for  one  proof 
of  purchase  with  £1 .99. 

A  bottle  collar  will  be  used  to 
advertise  the  promotion. 
Distributors:  Food  Brokers  Ltd. 
Tel:  0705  2199IX). 

Croc  from 
Crookes 

A  Crocodile  Dundee  video  is  the 
latest  on-pack  consumer  offer 
from  Crookes  Healthcare. 

Specially-flashed  packs  of 
Complan  offer  consumers  the 
chance  to  buy  the  video  for  £3.99 
plus  three  proofs  of  purchase. 
Crookes  Healthcare.  Tel:  0602 
507431. 


Prizes  from 
Savlon 

Care  Laboratories  are  highlighting 
Savlon  nappy  rash  cream  in  a 
competition  featured  in  the  Mother 
and  Baby  magazine  next  month. 

Teaming  up  with  the  domestic 
appliance  manufacturer  Zanussi, 
prizes  include  the  latest  Jetsystem 
washer/dryer,  Savlon  branded 
baby  bath  sets  and  Savlon  nappy 
rash  cream.  Care  Laboratories 
Ltd.  Tel:  0625  535577.  

Diabetic  quiz 
with  prizes 

Beckton  Dickinson  have  put 
together  a  quiz  for  pharmacists 
based  on  questions  they  are  likely 
to  be  asked  day  to  day  about 
diabetic  care. 

First  prize  is  a  £3,500  Toshiba 
lap  top  computer  with  a  Psion 
organiser  for  each  of  six  runners 
up. 

Details  are  to  be  sent  to 
pharmacists  during  the  week 
beginning  October  30  and  the 
closing  date  is  November  30,  says 
the  company.  Beckton  Dickinson 
UK  Ltd.  Tel:  0865  777722. 


Oral-B  help 
the  animals 

Oral-B  Laboratories  have  set  a 
£10,000  target  for  their  British 
Wildlife  appeal,  featured  on  their 
children's  range  of  toothbrushes. 

For  every  toothbrush 
purchased  carrying  the  appeal's 
logo,  Oral-B  will  donate  15p  to  the 
Wildlife  Hospital  Trust. 

The  money  will  be  used  to 
build  a  small  animal  hospital 
intensive  care  unit  at  Europe's 
first  wildlife  teaching  hospital 
scheduled  for  1990. 

The  appeal  is  featured  on  Oral- 
Disney    and  Ducktales 
collections.  Oral-B  Laboratories 
Ltd.  Tel:  0296432601. 


i  POTENTIAL  FROM  AN  OLD  FAVOURITE 


Jvertising  support  -  first  ever  TV 
mpaign  breaks  nationwide  in 
ctober  on  TV-AM.  Plus,  new 
ess,  PR  and  POS  support  add 


impact  to  popular  window 
inflatable. 

Recommend  Minadex  Tonic 
when  kids  need  building  up  after 


illness,  and  new  Minadex  health 
supplements  for  kids  every  day. 

Build  a  new  generation  of 
sales  with  Minadex. 


MNADEX.  VITAMINS  AND  MINERALS  FOR  THE  YOUNGER  GENERATION 


NUROFEN.  AS  RECOMMENDED  BY 
PEOPLE  IN  WHITE  COATS. 


The  first  alternative  painkiller  in  pharmacies  since  the  1950's  -  ibuprofen  -  has  already  brought  I 
relief  to  millions. 

It  has  proved  to  be  more  effective  than  both  aspirin  and  paracetamol  in  the  treatment  of  mild  to!  I 
moderate  pain,  Compared  to  aspirin,  it  is  gentler  on  the  stomach. 


Unlike  paracetamol  and  codeine  it  helps  reduce  inflammation.  The  pharmacy  profession 
welcomed  ibuprofen  with  open  arms. 

Customers  who  have  tried  it,  swear  by  it. 
Small  wonder  people  in  white  coats  recommend  it. 


n 


Behind  the  best  names. 


COUNTERPOINTS 


cosmetics  and  toiletries 


Despite  a  healthy  economic 
climate,  sales  of  cosmetics  and 
toiletries  could  only  record  an 
increase  of  3  per  cent  lor  the 
period  ending  March  1989  to 
around  £1.08  billion  trade,  says 
the  latest  Silver  Book  published  by 
John  Hogston  Associates. 

This  is  compared  with  an 
overall  increase  in  consumer 
spending  of  11.2  per  cent,  says 
the  report. 

The  reason  for  the  continuing 
decline,  which  echoes  last  year's 
drop  of  2 .9  per  cent,  is  attributed 
to  poor  performances  in  the 
haircare  and  skincare  sectors, 
which  have  failed  to  show  any  real 
signs  of  recovery,  sayJHA. 

Valued  at  £325m,  hair 
preparations  account  for  31  per 
cent  of  the  total  market,  but  sales 
declined  by  3  per  cent  on  the 
corresponding  level  a  year  ago. 
The  slackness  is  believed  to  be 
due  to  over-stocking. 

However,  the  future  for  the 
sector  is  not  gloomy  and 
conditioners  and  shampoos  are 
already  showing  signs  of 
recovery,  says  the  report.  The 
hairspray  sector  is  also  said  to  be 
"moving  in  the  right  direction", 
down  only  0.6  per  cent  on  last 
year's  performance. 

Skincare  purchases  also 
proved  disappointing  with  demand 
down  three  per  cent  on  the  same 
period  last  year. 

The  fragrance  sector,  is  far 
healthier.  Valued  at  £177m  it  is 
said  to  be  finally  "showing  signs  of 
life".  Sales  into  the  trade  were 
over  16  per  cent  above  the  figure 
for  the  first  quarter  of  1988  and 
consumer  demand  was  up  14  per 
cent.  The  rise  in  sales  year  on 
year  was  14.2  per  cent. 


A 

from  Orlane 

Orlane  have  introduced  Teint 
Extraordinaire,  a  cream 
foundation  with  powder  said  to 
give  a  "meticulous  matt  finish" . 

The  foundation  (£15.50) 
comes  in  a  slim,  mirrored  compact 
with  a  sponge  applicator  and  is  said 
to  be  perfect  for  hiding  minor 
imperfections. 

It  does  not  need  to  be  used 
with  a  powder  and  contains 
moisturising  ingredients  and 
protective  sun  filters. 

Teint  Extraordinaire  comes  in 
five  tone  shades  including  an 
"extra  blanc"  which  can  be  used 
under  foundation  or  to  hide  dark 
shadows,  say  Orlane  Ltd.  Tel: 
0252  724090. 


All  sections  were  said  to  have 
contributed  to  this  good 
performance  and  the  stagnation 
the  sector  witnessed  two  years 
ago  is  said  to  have  ended. 

Sales  of  make-up  have 
continued  to  grow,  although  not  at 
a  significant  rate  according  to  JHA. 
Valued  at  £127m  the  sector 
contributes  12  per  cent  of  the  total 
market.  Sales  were  up  by  6  per 
cent  on  the  corresponding  year. 

Sales  of  lipstick,  eye  make-up, 
highlighter  and  foundation  were 
down  on  last  years  figures. 
However,  the  year  has  been  a 
good  one  for  highlighter  sales  with 
prices  up  13.4  per  cent  in  real 
terms.  The  advertising  spend  on 
make-up  items  rose  40  per  cent  to 
£12. 7m. 

The  best  performance  in 
men's  products  was  returned  by  a 
category  of  "miscellaneous  but 
unidentifiable  products",  say 
JHA.  Of  those  which  can  be 
identified  sales  of  deodorant  and 
anti-perspirants  have  been  the 
most  buoyant,  up  10.7  per  cent  on 
last  year. 

Total  sales  for  men's  products 
in  the  12  months  to  March  1989 
were  up  by  12 .3  per  cent  and  the 
sector  is  now  valued  at  £73m. 

Also  performing  well  was  the 
perspirant  and  deodorants  sector 
which  returned  the  best  year  on 
year  growth  at  current  prices  of  all 
eight  main  categories. 

The  sector  was  valued  at 
£84. 6m  and  sales  were  up  by  10.4 
per  cent. 

Projected  figures  for  the  first 
quarter  of  1990  were  not  available 
in  the  report. 

The  Silver  Book  is  published 
by  John  Hogston  Associates.  Tel: 
01-3902826. 


Coat  offer 

Unichem  have  announced  a 
special  offer  on  counter  and 
pharmacy  coats  to  all  members. 

The  white  poly/cotton  coats, 
with  the  Unichem  pointer  to  value 
logo  on  the  breast  pocket,  are 
available  at  discounted  prices: 
men's  counter  coat  (£10.55 
34-50in  chest) ;  women's  counter 
coat  (£10.55  32-42in  bust);  unisex 
pharmacy  coat  (£17.38  32-48in 
chest);  unisex  pharmacy  jacket 
(£18.62  36-48in  chest).  Unichem. 
Tel:  01-391 2323. 

The  British  Aerosol  Manufacturers 
Association  have  produced  a  series 
of  aerosol  hotline  stickers  giving 
the  number  of  an  aerosol  hotline. 
Any  inquiries  should  be  directed  to 
Lesley  Wilson  or  Chris  Davies  on 
01-6301411. 


Ted  grows  up 

Booker  Nutritional  Products  are 
relaunching  and  extending  their 
Superted  children's  vitamin 
range.  A  vitamin  C,  and  a 
multivitamin  and  iron  supplement 
are  being  added  to  the  original  A, 
C,  D  formulation. 

Suitable  for  children  age  three 
to  eleven,  these  chewable  tablets 
are  made  in  the  shape  of 
Superted,  a  popular  children's 
character.  Superted  vitamin  C 
(45mg)  are  lemon  flavoured  and 
cost  £1.49  for  50  tablets  (trade 
cases  six  £5.18);  Superted 
multivitamins  and  iron  are 
strawberry  flavoured  and  cost 
£1 .79  for  50  tablets  (trade  cases  of 
six  £6.23). 

Marketing  support  includes  a 
consumer  advertising  campaign,  a 
national  child  health  survey  and  a 
fun  competition  planned  for 
children's  specialist  and  women's 
interest  publications.  Superted 
himself  is  returning  to  TV  in 
January  1990.  Booker  Nutritional 
Products.  Tel:  0932336366. 


It's  a  gift 

Aramis  have  launched  a  total  of  18 
gift  packs  for  Christmas  in  the 
Aramis  and  Tuscany  ranges. 

The  packs  include  a  "set  for 
the  day"  (£31)  containing  an 
Aramis  eau  de  cologne  50ml; 
absorbent  talc  lOOg  and  deodorant 
stick  75g,  and  "morning  in 
Tuscany"  (£48),  including 
Tuscany  eau  de  toilette  50ml; 
deodorant  stick  75gm  and  gel 
aftershave  75ml. 

The  gift  packs  are  in  black  and 
gold  and  the  Tuscany  packs  have 
a  terracotta  texture-look  wrap. 
Aramis  Toiletries.  Tel:  01-499 
9871. 

Dendron  Ltd  have  ceased  the 
distribution  of  Medima  Angora 
Warmers. 

Sandra  Jones,  sales  and 
marketing  coordinator  with 
Dendron  says:  "Unfortunately, 
the  company  did  not  fit  in  with  our 
distribution  pattern.  We  deal 
mainly  with  pharmacy  and  medical 
supplies  and  we  were  unable  to 
give  Medima  the  attention  they 
deserved". 

The  distribution  has  been 
taken  over  by  Cory  Brothers,  4 
Dollis  Park,  London  N3  1HG. 
Tel:  01-349  1081.  Fax:  01-349 
1962. 

Booker  Nutritional  Products  are 

promoting  their  Healthcrafts 
dietary  supplements  in  consumer 
Press,  including  Family  Circle, 
Good  Housekeeping  and  Living 
magazines.  They  will  not  appear 
on  television  as  stated  in  last 
week's  Counterpoints  (C&D 
p622).  Booker  Nutritional 
Products.  Tel:  0932 336366. 


I                   ON  TV  NEXT  WEEK 

GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 

U  Ulster                         SK  Sky 

G  Granada                      STY  Scotland  (central) 

A  Anglia                         Y  Yorkshire 

TSW  South  West              HTY  Wales  &  West 

TTY  Thames  Television      TYS  South 

TV-am  Breakfast              TT  Tyne  Tees 

Television 

Celsius: 

u 

Dimension: 

All  areas  except  TV-am 

Format: 

C.G.Y.LWT 

Listerine: 

GTV 

Magnivision: 

G,STV,Y,C 

Microglide: 

All  areas 

Nicobrevin: 

STV,Y,ITV,C4 

Panadol: 

All  areas 

Plax: 

GTV,U,STV,G,Y,C,A,TT 

Radox  Moments: 

Y.HTV.TTV 

Sanatogen: 

All  areas  except  CTV,  C4  &  TV-am 

Setlers  Turns: 

All  areas 

Seven  Seas  cod  liver  oil:                                               All  areas 

Signal  toothpaste: 

All  areas  except  LWT,TTV,HTV,TVS  &  TV-am 

Tampax: 

U ,  STV ,  BTV ,  G ,  Y ,  C .  HTV ,  TSW ,  TT 

662 
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Prof  lex  Capsules  straighte 
out  back  problems 


hour  after  hour  after  hour  a 


Proflex  Sustained  Relief  Capsules 
provide  effective  relief 
for  up  to  1 2  hours 


Proven  anti- inflammatory  action  of 
ibuprofen  reduces  stiffness 
and  tenderness 


Increase  joint  flexibility/ 
Improve  sleep 


Good  tolerability  profile/ 
Simple  dosage 


Available  in  a  pack  of  24  and 
a  trial  size  o  f8 

CIBA 


Proflex 


Ciba  Consumer  Pharmaceuticals,  Wimblehurst  Road,  Horsham,  West  Sussex 
Profl  ex  and  Ciba  are  registered  trade  marks 


T  SPECIALS 


launch  Cartrol, 
a  new  beta-blocker 


Sanofi  are  introducing  Cartrol,  a 
non-selective  beta-adrenoceptor 
blocking  agent  which  also  has 
partial  agonist  activity. 

Indicated  for  prophylaxis  of 
angina  pectoris,  the  drug 
increases  exercise  tolerance  and 
work  capacity,  while  reducing 
exercise  tachycardia  and  the 
frequency  and  severity  of  anginal 
attacks. 

Due  to  Cartrol' s  substantial 
partial  agonist  activity,  resting 
heart  rate  is  not  significantly 
affected,  say  Sanofi.  The  drug  is 
long-acting,  allowing  once  daily 
dosage. 

Manufacturer  Sanofi  (UK)  Ltd, 
Floats  Road,  Wythenshawe, 
Manchester  M23  9NF 
Description  White  round 
biconvex  tablets  marked  "CIO" 
each  containing  lOmg  carteolol 
hydrochloride 

Uses  Management  of  angina 
pectoris 

Dosage  Initially  lOmg  daily 
increased  gradually  if  necessary  to 
30mg  daily  in  some  cases 
Side  effects  Nausea,  lassitude, 
dizziness,  pain  in  extremities, 
headache  and  diarrhoea. 
Occasionally  skin  rashes  and  dry 


eyes  have  been  associated  with 
beta-adrenoceptor  blocking 
agents 

Contraindications,  warnings, 

etc  Do  not  use  in  second  or  third 
degree  atrioventricular  block, 
severe  bradycardia,  cardiogenic 
shock,  uncontrolled  heart  failure, 
metabolic  acidosis  (eg  diabetic 
acidotic  states,  prolonged  fasting), 
severe  renal  failure.  Care  should 
be  taken  when  giving  beta- 
adrenoceptor  blocking  agents  to 
patients  with  a  poor  cardiac 
reserve  or  those  with  a  history  of 
cardiac  failure.  As  with  other  beta- 
blockers  avoid  in  asthmatics  or 
those  with  a  history  of  obstructive 
airways  disease.  Dizziness  or 
fatigue  may  occur  at  the  start  of 
treatment.  If  clonidine  is  given 
concurrently,  it  should  not  be 
discontinued  until  several  days 
after  beta-blocker  withdrawal. 
Use  with  caution  in  patients  with 
combination  with  verapamil  type 
calcium  antagonists  and  in  patients 
with  impaired  ventricular  function 
Supply  restrictions  POM 
Packs  Blister  packs  of  28  tablets 
(£5.60  trade) 

Product  licence  0152/0202 
Issued  October  1989 


Diflucan's  new  dosage 
forms  and  indications 


Fluconazole,  marketed  as  Diflucan 
by  Pfizer,  now  has  three  new 
indications  and  comes  in  new 
presentations. 

In  addition  to  vaginal 
candidiasis,  Diflucan  can  be  used 
to  treat  systemic  and  mucosal 
candidiasis.  The  third  new 
indication  is  cryptococcosis, 
including  cryptococcal  meningitis. 
It  can  be  used  as  maintenance 
therapy  to  prevent  relapse  in 
patients  with  AIDS. 

New  dosage  forms  are  200mg 
capsules,  200mg  IV  infusion 
(100ml)  and  50mg  IV  infusion 
(25ml)  which  have  been  added  to 
50mg  and  150mg  capsules. 
Diflucan  intravenous  infusions 
contain  fluconazole  2mg/ml  in  a 
0.9  per  cent  sodium  chloride 


solution.  Diflucan  200mg  capsules 
are  purple  and  white,  and  coded 
"Flu200"  and  "Pfizer". 

Pfizer  say  Diflucan's  route  of 
administration,  either  orally  or  by 
intravenous  infusion  at  about 
5-10ml/min,  is  dependent  on  the 
clinical  state  of  the  patient.  On 
transferring  from  one  route  to  the 
other,  there  is  no  need  to  change 
the  dose,  they  say. 

The  dose  and  duration  of 
treatment  depends  on  the 
indication,  and  varies  according  to 
the  type  of  infection. 

New  Diflucan  dosage  forms 
come  in  calendar  blister  packs  of 
seven  200mg  capsules  (£66.42), 
and  vials  of  2mg/ml  infusion  25ml 
(£7.32)  and  100ml  (£29.28).  Pfizer 
Ltd.  Tel:  0304  616161. 


Tegretol  is 
chewable 

Geigy  launch  Tegretol  Chewtabs 
this  week  —  square,  pale  orange, 
chewable  carbamazepine  tablets 
in  lOOmg  and  200mg  strengths. 

Chewtabs  are  indicated  for 
epilepsy  and  trigeminal  neuralgia, 
but,  unlike  the  conventional 
tablets  and  liquid,  not  for  the 
prophylaxis  of  manic-depressive 
psychosis  in  patients 
unresponsive  to  lithium  therapy. 
Like  the  liquid,  Chewtabs  are 
particularly  suitable  for  children 
and  adults  who  have  difficulty  in 
swallowing  tablets. 

Dosage  is  as  for  conventional 
tablets  and  liquid,  except  that  in 
1-5  year  olds  lOOmg  Chewtabs 
can  be  given  instead  of  liquid. 

Like  the  liquid,  they  contain  no 
sucrose  and  are  therefore  also 
suitable  for  diabetics. 

Geigy  say  no  problems  would 
be  expected  if  Chewtabs  were 
sucked,  and  that  pharmacokinetic 
studies  have  shown  that 
Chewtabs  also  perform  well  if 
inadvertently  swallowed  whole. 

In  blister  packs  of  100, 
Tegretol  Chewtabs  lOOmg 
(£5.27)  and  200mg  (£9.80  both 
trade)  should  be  protected  from 
heat  and  moisture,  say  Geigy 
Pharmaceuticals.  Tel:  0403 
50101. 


BRIEFS 


Merck  have  added  a  strawberry 
flavour  to  the  Liquisorb  range  of 
enteral  feeds.  Strawberry 
Liquisorb  is  ACBS  approved  and 
prescribable  on  form  FP10  for  the 
same  indications  as  the  existing 
four  flavours.  The  basic  NHS 
price  is  £1.70  per  500m!  screw- 
capped,  amber  glass  bottle,  and 
the  minimum  order  quanitity  is  a 
box  of  ten  bottles.  E.  Merck  Ltd. 
Tel:  0402  64011. 

Kerfoot  have  added  the  following  to 
their  generics  range:  nifedipine 
5mg  capsules  are  oval,  light 
brown,  soft  gelatin  capsules, 
marked  "Ne5"  and  "G"  and  are 
blister  packed  (100  £8.17  trade). 
Kerfoot  Pharmaceuticals.  Tel: 
061-3304531. 

3M  Riker  are  introducing  a  100  dose 
Aerolin  Autohaler  hospital  pack, 
available  from  this  week,  priced  at 
£7.65.  It  will,  3M  say, 
substantially  reduced  Aerolin 
Autohaler  prescribing  costs  for 
both  outpatients  and  short  stay 
patients.  Like  the  200  dose 
version  launched  in  February,  3M 
say  the  breath-actuated 
salbutamol  inhaler  is  suitable  for 
asthma  patients  of  all  ages.  Packs 
of  explanatory  leaflets  are 
available  on  request  for  patients. 
Special  contract  prices  are 
available  3M  Riker.  Tel:  0509 
611611. 


Countercall's  regional  sales  manager,  Barry  Harwood,  presents 
London  pharmacist,  MrPatel  (right),  with  an  Ames  Minilab,  one  of 
three  won  by  pharmacists  at  Chemex 
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All  slow-release 
aminophyllines  /  theophyllines 
are  not  the  same. 

"It  is  therefore  essential  that  patients  taking  a  sustained-release, 
oral  theophylline  preparation  who  have  been  stabilized  on 
a  particular  brand  continue  to  receive  the  same  product." 

Advice  from  the  Council  of  the  Royal  Pharmaceutical 
Society,  The  Pharmaceutical  Journal,  July  1 1,  1987 

Don't  risk  patient  control. 

When  the  prescription  says: 

f£  ant  inop  Uam&>  5>R 725 m g. 

Check  with  the  doctor; does  he  mean: 

Phyliocontin 

h#  CONTINUE-'  Tablets  aminophyUine  hydrate  BP. 


Prescribing  Information: 

Uses:  Treatment  and  prophylaxis  ot  bronchospasm 
associated  with  asthma,  emphyserna  and  chronic  bronchitis, 
also  cardiac  asthma  and  left  ventricular  or  congestive  cardiac 
failure  Dosage  and  Administration:  Adults  2  tablets  twice 
a  day,  taken  morning  and  evening  following  an  initial  week 
of  therapy  on  1  tablet  twice  daily  Each  tablet  coniains 
ammophylline  225mg  Since  patients  vary  in  their  response 
to  xanthines,  the  dosage  must  be  titrated  individually,  and 
if  maximum  response  is  not  achieved,  the  theophyllm  plasma 
levels  should  be  measured  Transferability:  It  is  not  possible 
to  ensure  bioequivalence  between  different  sustained  release 
theophylline  products  Therefore  if  should  be  emphasised 
that  patients,  once  titrated  to  an  effective  dose,  should  not 


be  changed  from  PHYLLOCONTIN  CONTINUS  tablel 
preparations  to  other  slow  or  sustained  release  xanthine 
preparations  without  cetitration  and  clinical  assessment 
Warnings:  The  following  agents  increase  clearance 
phenytoin,  carbamazepme,  ntampicin,  sulphmpyrazone, 
barbiturates,  smoking  and  alcohol  consumption  The 
following  agents  decrease  clearance  allopurmol,  cimetidme, 
erythromycin,  thiabendazole,  isoprenaline,  oral 
contraceptives,  viral  infections,  liver  disease  and  heart  failure 
Influenza  vaccine  may  potentiate  theophylline  A  reduction 
of  dosage  may  also  be  necessary  in  the  elderly  The  following 
should  be  used  with  caution  halothane,  lomustine  and 
lithium  Although  theophylline  crosses  the  placenal  barrier, 
it  has  been  used  during  pregnancy  wilhoul  attributable 


adverse  eflects  Side  effects:  The  risk  ot  side  effects  usually 
associated  with  ammophylline  and  xanthine  derivatives  such 
as  nausea,  gaslnc  irritation,  headache,  palpitations  and  CNS 
stimulation  is  reduced  Basic  NHS  Cost  23  5p  per  day  (ex 
1000  pack,  2  bd  )  PL0337/0026 

This  product  is  prolected  by  British  Patent  No  1405088 

(?)  PHYLLOCONTIN  and  CONTINUS  are  registered  trade 
marks 

&  CONTINUS  CLASSIC  and  the  C  device  are  trade  marks 

\  Napp  Laboratories  1989  Napp  Laboratories, 
The  Science  Park,  Cambridge,  CB4  4GW 
Member  of  the  Napp  Pharmaceutical  Group 


NAPP 
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ANOTHER  CONTINUS  CLASSIC 


PHARMACY  PRACTICE 


rmacists  get  smart  in  Exmouth 


)ne  day  we  may  all 
credit  card.  Paper 
onto  the  card,  k 


pres 


our  most  intimate  medical  details  on  an  Intelligent'  piece  of  plastic  no  bigger  than  a 
could  become  obsolete  because  medication  details  would  be  written  directly 
plete  patient  records  could  become  a  thing  of  the  past.  C&D  talked  to  Martin  Gibson,  a 
in  study  of  this  new  technology,  to  find  out  about  his  experiences  with  these  patient- 
held  records 


WORM  is  the  latest  buzz  word  on  the  lips  of 
community  pharmacists  in  the  West  country. 
It  stands  for  write  once,  read  many  and 
describes  the  properties  of  a  Smart  card  (a 
credit  card  size  piece  of  plastic  that 
incorporates  a  microchip  smaller  than  a 
digoxin  tablet)  which  can  hold  medical  details 
of  people  who  carry  it. 

One  such  card  is  being  tested  in  a 
Department  of  Health  funded  trial  devised  by 
Exeter  University  department  of  general 
practice,  co-ordinated  by  local  GP  Dr  Robin 
Hopkin.  Eight  pharmacies  in  Exmouth  are 
involved  (including  Boots)  along  with  a  dental 
practice,  a  two  doctor  and  a  five  doctor 
practice,  Exmouth  hospital  casualty 
department  and  Exeter  hospital.  Almost  9,000 
people  have  been  issued  with  a  smart  card  for 
the  one  year  study  which  began  in  March. 

The  smart  cards  are  made  by  Honeywell 
Bull  known  as  Care  Cards.  Each  has  a  16k  bit 
memory,  representing  two  kilbytes  of  data 
space  some  of  which  is  used  to  provide 
security.  Information  can  be  read  and  added  to 
by  using  write  hardware  read. 

PIN  offers  security 

Each  card  user  needs  a  personal  identification 
number  (PIN)  to  access  information  in  the 
same  way  a  PIN  is  needed  to  withdraw  money 
from  the  hole-in-the-wall  cash  machines. 
Patients  can  only  read  information  on  their 
Care  Card  using  readers  in  private  booths  in 
GP  surgeries.  Pharmacists  and  doctors  have 
an  additional  key  card  which  they  insert  in  their 
card  readers  at  the  beginning  of  each  day. 

The  key  card  tells  the  reader  who  is  using 
the  system  and  determines  the  level  of  access 
to  information.  For  example,  pharmacists  are 
unable  to  see  all  the  clinical  information  and 
cannot  add  information  in  the  way  doctors  can 
through  a  "write"  facility. 

To  make  the  most  of  the  card's  relatively 
limited  memory,  data  is  coded  using  a 
hierarchical  system  similar  to  that  used  in  the 
British  National  Formulary.  A  five  digit  Read 
code  (named  after  Dr  James  Read)  is  used 
giving  a  huge  number  of  possible 
combinations.  For  example,  Read  code  A 
means  infectious/parasitic  disease,  A5  means 
viral  disease,  A56  indicates  rubella,  A560 
stands  for  rubella  with  neurological 
complications  and  A5601  would  mean  a  patient 
had  rubella  with  encephalomyelitis. 

Using  this  code  means  that  information  can 
be  accessed  at  different  levels  of  detail  and 
thus  used  for  different  purposes.  For 
example,  Mr  Gibson  explained,  a  surgeon 
would  record  a  code  7K1E4  meaning  primary 
open  reduction  fractured  ankle,  an 
administrator  would  be  happy  with  7K1 
meaning  a  bone  operation  and  Mrs  Thatcher 
would  be  happy  with  7  meaning  an  operation. 
Using  code  means  that  the  information  can 
cross  language  barriers  because  the  code  can 
remain  the  same  while  the  reader  can  be 


Martin  Gibson  explains  the  system 

programmed  to  decode  the  message  into  the 
correct  language. 

Smart  cards  have  been  well  accepted  by 
patients.  Mr  Gibson  personally  estimates  that 
around  80  per  cent  of  those  issued  with  one 
carry  it  with  them. 

Mr  Gibson  explained  the  fact  that  patients 
have  taken  to  the  technology  is  underlined 
when  he  occasionally  needs  to  send  cards  back 
to  a  doctor  because  information  has  been 
written  on  incorrectly.  Patients  are  usually 
very  reluctant  to  give  up  their  card. 

Doctors  like  the  way  information  on 
individual  patients  can  be  exchanged  with 
colleagues  without  having  to  wait  for  letters  or 
patients'  notes  to  arrive  by  post.  Similarly 
should  an  unconscious  patient  need 
emergency  treatment  all  the  necessary  data 
about  them  is  immediately  available  via  the 
smart  card. 

The  cards  are  great  news  for  pharmacists 
as  far  as  Mr  Gibson  is  concerned:  "They  will 
help  us  do  our  jobs  better".  For  example,  they 
provide  an  excellent  means  of  maintaining 
comprehensive  patient  records.  They  are 
updated  everytime  they  are  put  into  a  card 
reader  when  a  patient  visits  a  doctor,  dentist, 
hospital  or  pharmacy,  so  it  does  not  matter  if 
a  patient  visits  several  different  pharmacies. 

One  big  disadvantage  with  a  smart  card  is 
that  patients  can  forget  it  or  they  can  lose  it. 
There  is  not  so  much  of  a  problem  for  GPs  if 
a  card  is  lost  because  doctors  hold  master 
records  on  their  surgery  computer  so  it  is 
reasonably  straightforward  to  write  a  patient's 
details  on  a  new  card.  However,  forgetfulness 
or  loss  can  cause  problems  in  a  pharmacy 
because  the  information  needed  to  dispense  a 
patient's  prescription  is  held  on  the  Care 
Card. 

As  things  stand  in  the  Exmouth  trial  loss  of 
a  smart  card  is  not  so  much  a  problem  because 
the  information  is  checked  against  a  traditional 
paper  FP10  for  legal  reasons.  But  in  future  if 
smart  cards  are  used  across  the  country  the 
idea  will  be  to  do  without  paper  prescriptions. 

Normally  a  pharmacist  would  take  a 


patient's  card  and  put  it  in  the  pharmacy 
reader  to  bring  onto  the  computer  screen  the 
patient's  details  —  name,  address,  age,  GP, 
drug  allergies,  selected  clinical  information  (eg 
pregnant,  asthmatic,  diabetic)  —  together 
with  a  list  of  past  and  present  prescriptions. 
Current  valid  prescriptions  are  highlighted  on 
screen  and  with  a  single  keystroke  the 
computer  will  print  out  a  label.  The  card  is 
automatically  updated  with  marks  made 
against  each  item  showing  the  date  of 
dispensing  and  identification  number  of  the 
pharmacy  which  dispensed  it.  (This  is  an 
aspect  doctors  particularly  like  because  they 
can  see  exactly  when  a  prescription  was 
dispensed  and  by  which  pharmacy). 

As  with  any  project,  especially  one 
involving  new  technology,  there  have  been 
teething  problems.  Exmouth  pharmacists  had 
several  criticisms  of  the  systems  as  it  was 
originally  set  up:  it  was  far  too  slow  (they  were 
told  this  was  largely  due  to  the  hardware 
issued  to  pharmacies);  there  was  no  label 
repeat  facility  for  labelling  more  than  one  pack 
of  the  same  medicine  on  the  same 
prescription;  labelling  instructions  written  on 
the  cards  by  doctors  such  as  "2  x  5ml  spoon 
4x  daily"  would  be  a  nonsense  to  most 
patients  so  pharmacists  need  to  be  able  to 
write  free  text  so  they  can  enhance  and 
amplify  such  instructions  before  a  label  is 
printed;  BNF  warnings  need  to  be 
incorporated  and  pharmacists  need  to  be  able 
to  add  or  suppress  warnings  according  to  their 
professional  judgment,  and  in  future  systems 
should  be  able  to  store  records  and  record 
batch  or  brand  used  possibly  using  bar  code 
technology. 

Mr  Gibson  says  that  many  of  the  problems 
have  been  resolved  with  installation  this  week 
of  updated  software  prepared  in  response  to 
pharmacists'  comments.  In  addition  he  would 
like  to  see  the  Care  Card  computer  interface 
with  his  patient  medication  computer  but  adds 
"lam  told  that  might  take  a  little  longer. 

It  is  likely  to  be  well  into  the  nineties  before 
we  are  all  carrying  smart  cards  because  of  the 
development  work  still  to  be  done.  Cost  may 
also  prove  a  barrier.  The  current  cost  of  a 
Care  Card  for  example  is  around  £3  and  the 
computer  hardware  is  priced  at  about  £3,000, 
of  which  £250  is  the  reader  unit.  However, 
costs  should  fall  as  greater  numbers  of  cards 
and  readers  are  brought  into  use. 
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ADVERTISEMENT  FEATURES 


Crookes  Healthcare 
setting  the  pace  as  the 
market  leader 

The  rapid  rise  of  Crookes  Healthcare,  from  the  mid-50s  in  the  pharmacy  market  to  "number  one"  in  under  three  years, 

is  down  to  trade  commitment.  Recent  record  growth  figures  for  key  brands  stem  from  £16m  advertising  and 
promotional  support  across  the  whole  range,  not  just  for  the  dozen  flagship  names.  And  a  comprehensive  coverage  by 
the  sales  force  is  matched  by  timely  deliveries  using  Crookes  Healthcare's  own  van  fleet.  A  recipe  for  success  for  the 

company  and  its  customers 


One  look  at  the  healthcare  market  and  you  will 
soon  see  why  the  older  players  are  finding 
Crookes  Healthcare's  success  a  bitter  pill  to 
swallow .  In  just  ten  short  years ,  Crookes  have 
shot  up  the  ladder  from  being  the  53rd  biggest 
supplier  to  the  pharmacy  trade  to  being 
"number  one"  since  1987  —  a  much  envied 
position  and  one  which  Crookes  seems 


determined  to  hold  on  to. 

In  fact  it  is  not  that  surprising  - 
pharmacists,  who  have  developed  their 
business  in  tandem  with  Crookes,  recognise 
that  when  it  comes  to  a  commitment  to 
leading,  Crookes  mean  business. 

Crookes  Healthcare  already  successfully 
market  12  brand  leaders,  and  are  well  known 


for  their  comprehensive  support  of  their 
brands. 

Crookes  are  spending  more  than  £'16m  on 
advertising  and  promotion  alone,  and  Kevin 
Wilson,  Crookes  Healthcare's  director,  has 
recently  announced  that  across  next  year 
there  will  be  a  new  launch  from  Crookes  every 
other  month. 


1  RustU  1 

EKE 

ml 

ffMH 

Strepsl 


islfs 


ADVERTISEMENT  FEATURES 


Record  sales  spell  success 
for  Crookes 


Speaking  at  the  company's  recent  annual  sales 
conference  in  Bournemouth,  Mr  Wilson 
outlined  the  results  of  Crookes  Healthcare's 
commitment  to  leading  —  a  14  per  cent 
increase  in  sales  in  1988.  Key  brands  showed 
real  growth  in  both  sales  and  market  share  in 
'88  —  Farley's  Ostermilks  grew  by  a  superb 
35  per  cent  and  market  share  doubled  to  12 
per  cent;  the  unique  E45  had  a  33  per  cent 
sales  growth;  for  the  first  time  in  many  years 
Optrex  achieved  double  figure  growth  —  17 
per  cent;  Sweetex  retained  market  leadership 
with  record  sales  in  the  chemist  and  drug 
sectors;  and  Nurofen,  Crookes'  flagship 
brand,  achieved  a  record  15  per  cent  share. 

But  it  is  not  just  record  sales  figures  that 
give  Crookes  their  lead  —  they  are  committed 
to  keeping  in  front  in  every  aspect  of  their 
business.  Attention  to  detail  and  dedication  to 
acting  as  the  leader  mark  Crookes  Healthcare 
out  as  the  premier  marketing  company  of 
consumer  brands  which  promote  or  provide 
physical  and  psychological  well-being  for 
people  and  their  families. 


The  'number  one7  package 

Crookes  Healthcare's  overall  package  has 
always  been  strong,  but  it  is  really  shaping  up 
now.  Products  such  as  Optrex,  Nurofen,  PR 
spray  and  Karvol  each  have  unique  brand 
benefits,  clearly  understood  by  pharmacist 
and  consumers  alike,  and  with  a  canny  eye  to 
the  future,  Crookes  are  looking  to  build  new 
range  extensions  and  develop  innovative  new 
products. 

Their  broadly  based  inventory  of  effective, 
quality  products  is  backed  up  by  heavyweight 
advertising  and  striking  packaging,  and  by 
tight  targeting  of  advertising  and  public 
relations  activities  —  all  of  which  reveal 
Crookes  as  pioneers  of  new  and  effective 
methods  of  communication  with  both  health 
professionals  and  consumers. 

Combined  with  high  levels  of  service,  you 
soon  see  why  retailers  work  with  Crookes 
Healthcare  as  true  business  partners  who  both 
care  for  current  needs  as  well  as  anticipating 
future  needs. 
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Top  notch  service  for  top  notch 
customers 

Crookes  Healthcare's  sales  force,  for 
example,  call  every  eight  weeks.  In  addition  to 
comprehensive  coverage  of  the  chemist 
universe,  the  sales  force  are  trained  in  stock 
management  which  enables  them  to  ensure 
that  accounts  are  not  over  stocked  while  new 
opportunities  created  by  television  advertising 
and  consumer  demand  can  be  met.  Good 
communication  between  the  retail  and  medical 
sales  forces  results  in  effective  cross  flow  of 
information,  and  by  highlighting  where  the 
strengths  of  hospital  usage  is  greatest  —  for 
example,  infant  formulae  —  allows  the 
pharmacist  to  make  the  most  of  new 
opportunities. 

Innovative  point  of  sale  material  is  another 
hallmark  of  Crookes'  commitment  to  service, 
and  provides  retailers  with  co-ordination, 
impact  and  professionalism  in-store.  And 
Crookes  is  pro-active  behind  the  counter  as 
well  —  extensive  back-up  literature  offers 
responsible  and  helpful  advice  for  both  the 
pharmacist  and  his  staff  as  well  as  to  the 
consumer.  There  is  also  a  real  dedication  to 
pharmacy  staff  training,  as  exemplified  by  an 
on-going  programme  of  staff  evenings 
throughout  the  UK  on  key  pharmacy  brands 
such  as  E45  and  Nurofen. 


Pharmacy  staff  take  stock  of  some  of  their  number  one  assets 


Spot  on  deliveries  keep  Crookes  ahead 


The  arrival  last  year  of  Crookes  Healthcare's 
new  distribution  fleet  is  another  indication  of 
the  importance  placed  by  Crookes  on  meeting 
customers'  needs  —  80  per  cent  of  all 
deliveries  are  now  made  within  three  days  and 
95  per  cent  within  five  days. 

Business  growth  with  increased  sales  and 
orders  has  resulted  in  the  delivery  fleet  being 
expanded,  and  with  a  further  nine  new 
vehicles  on  the  road,  pharmacists  can  be 
confident  that  deliveries  will  arrive  in  good 
condition  and  on  time. 

Getting  products  to  pharmacists  faster  is  a 
key  priority,  but  Crookes  Healthcare  are  also 
determined  to  keep  both  themselves  and  their 
customers  one  step  ahead.  As  active 
members  of  healthcare  industry  organisations 
both  in  the  UK  and  in  Europe,  Crookes 
Healthcare  can,  through  their  company 
publication  "The  Leader' ' ,  take  views  on  the 
issues  of  the  day,  ensuring  that  pharmacists 
and  their  staff  are  kept  up  to  date  and  well 
informed. 


Eye  spy  Eye  Dew 

You  cannot  fail  to  spot  Eye  Dew  this  Winter. 
The  cosmetic  eye  drops  for  those  who  want 
eyes  that  sparkle  like  the  stars  have  been 
given  glossy  new  packaging  to  add  even  more 
impact  to  pharmacy  shelves.  And  with  a 
£200,000  Press  campaign  in  selected 
women's  magazines  to  support  the  relaunch 
in  the  pre-Christmas  party  season,  retailers 
eyes  can  also  shine  at  the  prospect  of  glittering 
sales  opportunities. 


Eye  Dew  adds  that  sales  sparkle 


Babies  all  out  for  orange 

Crookes  Healthcare  have  launched  orange 
rusk  as  a  new  variant  to  complement  the 
existing  Farley's  rusk  range.  The  launch 
follows  the  dynamic  growth  in  market  share 
Farley's  has  enjoyed  over  the  past  year,  and 
reports  are  coming  through  of  a  positive 
response  from  pharmacies. 

Farley's  proven  track  record  in  outselling 
the  only  rival  by  four  to  one  means  that 
retailers  are  increasingly  turning  to  Farley's 
to  build  their  existing  business. 


Complan  feast  for  Crocodile  Dundee 

With  a  new  and  distinctive  TV  campaign  just 
launched  in  the  Granada,  Tyne  Tees  and 
Yorkshire  TV  areas,  Complan  is  now  all  set  to 
make  the  most  of  sales  opportunities  with  an 
on-pack  promotion  for  the  famous  Crocodile 
Dundee  video. 

Copies  of  one  of  the  most  popular  films  of 
the  '80s  will  be  available  to  consumers  from 
October  for  three  proofs  of  purchase  of  the 
specially  flashed  packs,  and  just  £9.99. 

High  awareness  levels  of  Complan  —  over 
80  per  cent  —  guarantee  excellent  sales,  and 
as  Complan  has  recently  been  relaunched, 
repackaged  and  re-positioned,  this  promotion 
is  further  proof  that  Complan  is  building  a 
profile  head  and  shoulders  above  the  other 
branded  instant  food  drinks. 

Strepsils  stride  forward 

Strepsils,  the  "number  one"  sore  throat 
treatment  in  pharmacy  today,  continues  to 
build  on  its  strength.  Crookes  Healthcare  is 
committed  to  Strepsils'  continued 
development,  and  the  launch  of  new  packaging 
this  Autumn  has  increased  the  modernity  of 
the  pack,  while  reinforcing  the  medicinal 
heritage. 

And  with  a  record  multi-media  campaign 
throughout  the  winter  season  with  a 
phenominal  spend  of  £2. 5m,  Crookes 
Healthcare  are  putting  real  media  muscle 
behind  this  brand.  Sore  throats  watch  out  — 
Strepsils  is  on  the  attack! 


Not  just  a  'suck  it  and  see '  solution 


ADVERTISEMENT  FEATURES 


Sweetex  sweetens  up  sales 


SWEETEX 


Sweetex,  the  fastest  selling  and 
unrivalled  market  leader, 
continues  to  dominate  the  non- 
sugar  sweetener  market.  Sales  of 
Sweetex  account  for  half  of  all 
sweeteners  sold  in  the  chemist 
and  druggist  sector  —  more  than 
double  the  '  'number  two"  brand! 
And  Crookes  have  sweetened  up 
the  presentation  of  the  Sweetex 
range  to  make  it  an  even  more 
exciting  proposition.  A  new  vac- 
formed  tray  for  all  tablet  packs  — 
specially  designed  to  withstand 
the  rigours  of  in-store  life  - 
together  with  a  new  shelf 
organiser,  are  now  available  from 
Crookes  Healthcare. 


Nurofen  breaks  pain  barrier 

Nurofen,  Crookes  Healthcare's  flagship  brand 
and  generally  recognised  as  the  most 
important  analgesic  to  be  launched  in  the  last 
25  years,  continues  to  set  new  standards.  In 
volume  terms,  Nurofen  is  the  second  largest 
brand  in  OTC  medicines  in  any  category  and 
over  the  forthcoming  year,  Crookes  will  be 
supporting  their  best  seller  with  a  block 
busting  £5m  campaign.  And  Elm  will  be  spent 
in  January  alone  —  breaking  through  into  the 
new  decade  with  style! 


The  availability  ofibuprofen  OTC  as  Nurofen 
(right),  rather  than  simply  on  prescription, 
broke  the  pain  barrier  for  the  company, 
pharmacists  and  customers  alike.  Crookes 
Healthcare's  director  Kevin  Wilson  (below) 
aims  to  keep  Nurofen  and  the  company  at  the  top 
of  their  markets  through  constant  improvement 
of  the  total  pharmacy  support  package 


C 


Going  for  broke 


Summing  up,  Kevin  Wilson  admits,  "Crookes 
Healthcare  has  been  the  "number  one"  in 
healthcare  for  some  time  now  but  we  have  no 
intention  of  becoming  complacent.  Our  aim  is 
constant  improvement,  and  while  our  first 
priority  is  to  the  well-being  of  our  consumers 
and  their  families,  our  commitment  is  to 
market  the  safe,  reliable  brands  of  tomorrow, 
encompassing  the  latest  technology  wherever 
possible.  We  want  our  customers  to  continue 
to  enjoy  doing  business  with  us,  and  whatever 
the  future  holds,  one  thing  is  sure  —  Crookes 
Healthcare  intend  to  play  an  increasingly 
significant  role  in  the  health  care  of  the 
country." 


PHARMACY  ABROAD 


USSR  gets  first  dose  of 
British  pharmacy 

Next  week  sees  the  opening  of  a  unique  joint  venture:  a  British- 
pharmacy  in  the  centre  of  a  Soviet  city.  C&D  spoke  to  Overseas  Pharmacies 
Ltd,  the  company  behind  the  joint  retail  and  wholesaling  project  and 
pharmacy  manager  David  McCarthy 


On  Tuesday,  in  Tbilisi,  the  capital  of  the  Soviet 
Socialist  Republic  of  Georgia,  a  British-style 
pharmacy  will  be  officially  opened  by  the 
Georgian  Prime  Minister.  The  pharmacy,  the 
first  of  its  kind  in  the  USSR,  is  being  operated 
as  a  joint  venture  —  Unipharm  —  comprising 
the  British  company  Overseas  Pharmacies 
Ltd,  and  a  specialist  department  of  the 
Georgian  Ministry  of  Health. 

Unipharm,  says  OPL's  finance  director 
Michael  Major,  is  the  only  trading  joint 
venture  in  pharmaceuticals  among  over  700 
registered  in  the  Soviet  Union.  Plans  are 
already  in  hand  for  kiosks  in  Moscow  hotels 
and  a  flagship  retail  pharmacy  in  Leningrad 
early  next  year. 

The  joint  venture  arose  out  of  a  recognition 
by  one  of  OPL's  shareholding  companies, 
Continental  Industrial  Supplies  Ltd,  of  a  need 
in  the  Soviet  Union  for  visitors  to  be  able  to 
purchase  Western  health  care  goods.  OPL 
director  Jeremy  Rommer  says:  "To  satisfy 
this  basic  need  we  decided  to  seek  expertise 
from  various  areas."  CIS,  who  have  over  30 


years  experience  of  trading  in  Eastern 
Europe,  approached  Unichem  to  look  into 
distribution  and  the  Maidstone-based 
pharmacy  chain  Clark  Care  Group  for  their 
retail  experience.  OPL  was  born  out  of  that 
co-operation. 

The  joint  venture  agreement  was  signed  in 
January  of  this  year  and  ratified  in  June  (C&D 
July  8,  p38).  Co-directors  of  Unipharm  include 
the  Georgian  Minister  of  Health  and  his 
deputy.  The  project  has  taken  nearly  three 
years  to  get  where  it  is  today. 

The  Unipharm  joint  venture  has  not  gone 
unnoticed  in  Government  circles.  David 
Gilroy-Bevan,  Tory  backbench  MP  for 
Birmingham  Yardley,  who  will  be  present  for 
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FITTING 


Supplying  the  correct 
size  and  type  of 
compression  hosiery 
is  essential  to  the 
effectiveness  of 
treatment  and  well- 
being  of  your  patients.  By  measuring  and 
fitting  the  correct  size  of  stocking,  as 
described  on  the  carton,  the  proper 
graduation  of  pressure  is  maintained  and 
effectiveness  maximised.  Measuring  and 
fitting  Duomed  Fees  received  for 
compression  hosiery   measuring  and  fitting 
gives  your  patients  a 
stocking  with 
excellent  wearing 
characteristics. 
A  high  Lycra  content 
(Class  2  37%. Class  3  43%] 


Best  for  your  patients 
and  better  for  you 


Duomed  stockings 


Fitting  fee 

£1.05 

Graduated 

professional  fee 

£1.34 

(from  €1.34  on  reducing 

sliding  scale) 

Total  possible 

ensures  extra 
suppleness  and  greater 
wearer  comfort, 
maintaining  the  correct 
compression  values 
throughout  a  longer  life. 
Supplying  stockings  on  an  FPlO 
prescription,  giving  your  patients  the 
complete  measuring  and  fitting  service  and 
therefore  the  most  effective,  comfortable 
stocking  also  allows  you  to  receive  your  full 
prolessional  fee  and 
an  additional 
measuring  and  fitting 
fee  of  £1.05  —  so  your 
patients  are  happier 
and  you  receive  a 
more  appropriate 
remuneration. 


Fee  received  for 
handing  out  stockings 
(without  measuring  and  fitting) 

Only  special  fee  55p 

No  professional 
fee  is  paid  — 


Total 


GRA^Mro^OMPRESSION  HOSIERY 
Available  From  UniChem,  AASf  Pharmaceuticals, 

Macarthy  Medical  &  Credenhill  y^tf^ 


Duomed  is  a  registered  trademark  ol 
medi  Bayreuth,  8580  Bayreulh  24,  W  Germany 


medi  UK  Ltd,  Fields  Yard 
Plough  Lane,  Hereford,  HR4  OEL 
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HARMACY  ABROAD 


The  International  Trade  and  Cultural 
Development  Centre,  Tbilisi,  home  of  the  new 
pharmacy,  and  pharmacist  David  McCarthy 

the  official  opening  of  the  Tbilisi  shop,  told 
C&D:  "This  represents  a  great  opportunity 
for  Overseas  Pharmacies  Ltd  and  for  the  UK, 
and  is  a  concetre  example  of  Anglo-Soviet  co- 
operation. The  Health  Secretary,  Kenneth 
Clarke,  is  well  aware  of  it  and  he  and  the  Prime 
Minister  are  entirely  behind  the  establishment 
of  these  sorts  of  developments. ' ' 

The  pharmacy  itself  is  situated  in  the 
International  Trad"  and  Cultural  Development 
Centre  in  Tbilisi.  As  well  as  the  Unipharm 
shop,  the  centre  also  houses  an  American 
cultural  centre  and  the  local  Aeroflot  offices. 

Shopfitting  is  in  the  hands  of  Planova, 
whose  fitters  went  out  a  couple  of  weeks 
before  the  opening.  It  was  not  without  its 
problems  though.  Mr  Major  says:  "The  speed 
and  professionalism  which  Planova  have 
shown  has  overcome  what  would  otherwise 
have  been  a  difficult  situation. ' ' 

With  sales  only  in  hard  (foreign)  currency, 
the  EPOS  system  had  only  to  cope  with 
currency  conversions,  like  the  terminals  found 
in  duty  free  shops .  And  with  a  lead  time  of  ten 
days  on  shipments  into  Georgia  by  road,  good 
stock  management  will  be  an  important  asset. 
OPL  turned  to  Fairscan.  "Considering  the 
complexity  and  timing  of  the  operation,  they 
have  shown  tremendous  commitment.  We 
also  hope  to  use  their  new  dispensary  system 
as  soon  as  it  is  off  the  blocks, ' '  says  Mr  Major. 

The  shop  will  be  open  from  11am  to  6pm 
six  days  a  week.  There  will  be  no  self- 
selection  in  the  shop  and  the  opening 
inventory  consists  of  1,500  lines  chosen 
largely  by  retail  director  Derry  O'Donoghue. 
Stocking  a  shop  in  such  a  different  market  has 
not  been  easy.  "Sales  trends  are  initially 
difficult  to  determine, ' '  says  Mr  O'Donoghue. 
"But  I  shall  be  disappointed  if  we  are  not 
picking  up  the  phone  back  home  at  the  end  of 
the  first  week  with  a  big  order. ' ' 

The  shop  will  be  staffed  by  Soviet 
pharmacists,  but  there  will  be  a  British 
pharmacist  jointly  managing  the  operation. 
David  McCarthy ,  a  former  retail  manager  for 
Clark  Care  in  Rainham,  Kent,  has  moved  his 
family  out  to  the  Soviet  Union  (see  right). 
Recruitment  locally  has  been  undertaken  by 
Unipharm 's  Georgian  directors. 

While  the  retail  side  has  a  somewhat 
limited  potential,  OPL  directors  say  that  the 
real  market  and  volume  will  be  on  the 
wholesale  side,  with  sales  to  regional  health 
organisations  and  authorities  who  are  now  able 


■ 


to  retain  a  certain  amount  of  hard  currency. 
They  are  keen  to  stress  that  their  role  is  very 
much  complementary  to  existing  Soviet 


activities.  "We  will  be  taking  some  of  the 
pressure  off  the  central  organisations,  helped 
by  a  degree  of  devolution  of  the  purchasing 
power  away  from  the  centre  that  has  taken 
place  under  Gorbachev, ' '  says  Michael  Major. 

'  'The  Soviets  want  quality  Western  drugs 
and  for  the  first  time  we  are  going  to  provide  a 
broad  spectrum,"  Mr  Major  says.  Specific 
requests  from  the  Georgians  include 
antibiotics,  antihypertensive  drugs,  ulcer 
drugs  and  anti-smoking  aids.  Says  Derry 
O'Donoghue:  "The  thirst  in  the  USSR  is  for 
branded  reliable  quality  goods  at  the  right 
price.  It  is  essential  that  we  provide  the  drugs 
at  competitive  prices  even  though  it  is  an 
untapped  market,  so  we  are  talking  directly  to 
manufacturers." 

Talking  directly  to  manufacturers  does  not 
mean  solely  British  ones  either.  The  company 
sees  itself  looking  beyond  the  purely 
European  scale  of "  1992  "  dealings  within  the 
European  Community.  However,  everything 
must  dovetail  with  the  Soviet  system.  Pricing 
in  the  pharmacy  itself  will  be  little  different 
from  prices  in  the  UK,  both  for  retail  goods 
and  for  prescriptions. 

With  the  current  reformist  political 
situation  in  the  Soviet  Union  direct  forecasts 
for  the  future  are  impossible.  OPL  directors 
are  in  no  doubt,  however,  that  the  market  is 
ripe  for  development.  Michael  Major  says: 
"We  are  in  a  unique  position.  We  are  certainly 
the  first  and  we  intend  to  be  the  biggest. ' ' 


Relishing  the  challenge . . . 

It's  a  long  way  from  Rainham  to  Tbilisi.  David  McCarthy  is  the  pharmacist 

making  the  trip 


Starting  a  new  job  is  nerve-racking  for  anyone , 
but  pharmacist  David  McCarthy  seemed  to  be 
positively  relishing  the  challenge  of  running 
Unipharm 's  Tbilisi  pharmacy  when  C&D 
spoke  to  him  just  before  his  departure  for  the 
Soviet  Union. 

'  'Yes,  I  am  really  looking  forward  to  it  now 
I've  got  used  to  the  idea,"  he  said.  "I  see  it  as 
a  great  personal  opportunity  as  well  as  one  for 
the  company." 

Chief  among  the  problems  that  David  will 
face  is  that  of  language.  The  British 
traditionally  score  badly  when  it  comes  to 
learning  foreign  languages,  and  Russian,  with 
its  idiosyncratic  Cyrillic  characters,  does  not 
appear  on  many  school  curricula. 

David  says  he  has  been  on  an  intensive 
course  which  will  help.  "But  everyone  I  will  be 
working  with  will  be  bilingual,  so  I  shouldn't 
have  too  many  problems.  And,  anyway,  the 
local  customers  will  most  speak  Georgian,  so 
the  Russian  will  not  be  as  helpful  in  the  early 
days  before  we  move  to  Moscow. ' ' 

Partnering  David  on  the  management  side 
will  be  "Gudja",  a  giant  of  a  Georgian 
pharmacist,  who  in  his  spare  time  is  a 
Georgian  shot  putt  record  holder.  One  of  the 
early  jobs  will  be  educating  the  Soviet 
pharmacist  sales  assistants.  "Sales  will  mainly 
be  medicines.  We  are  taking  a  whole  range  of 
OTC  medicines  —  for  coughs  and  colds,  aches 
and  pains,  they  have  nothing  like  them  out 
there , "  say s  David .  ' '  And  we  are  considering 
developing  a  complementary  system  for 
selling  many  drugs  that  are  POMs  in  the  UK . 

"Outside  the  medicines  field,  we  will  be 
supplying  other  items  which  they  quite  often 
have  shortages  of,  like  toothpaste  and 


shampoo,  and  reliable  contraceptives.  "We 
don't  know  how  much  we  are  going  to  sell,  and 
the  people  are  going  to  have  to  be  educated  in 
what  many  of  the  products  are  for. 
Deodorants  are  apparently  quite  rare,  as  are 
things  like  shaving  foams.  We  will  obviously 
learn  a  lot  in  the  first  few  months:  some 
products  will  not  sell,  others  may  sell  out  in  a 
day." 

David  will  be  accompanied  to  the  USSR  by 
wife  Avril  and  18-month  old  son  Jonathan. 
They  will  stay  initially  for  a  period  of  two 
years,  but  David  says  it  will  probably  be  for  a 
lot  longer.  On  first  hearing  David's  plans, 
Avril 's  reaction  was  unsurprising.  "She  didn't 
believe  me  when  I  first  asked  her,"  David 
recalls.  "And  she  hasn't  been  out  there  yet, 
so  she  is  trusting  me  quite  a  lot. 

"I  want  to  involve  Avril  as  much  as 
possible.  In  Tbilisi  the  Western  community  is 
quite  small;  earlier  in  the  year  there  were  only 
half  a  dozen  ex-patriot  British.  Hopefully,  we 
will  move  up  to  Moscow  quite  soon  where  the 
diplomatic  community  is  quite  strong.  Even 
so,  after  C&D  wrote  about  the  plans  for  the 
pharmacy  in  the  Summer  I  had  a  call  from  a 
pharmacist  whose  husband  will  be  taking  up  a 
job  in  Tbilisi  in  the  New  Year  asking  if  there 
was  any  chance  of  some  work!" 

David  says  many  people  have 
misconceptions  about  where  exactly  they  are 
going  in  the  Sovient  Union.  "We've  had  lots 
of  jokes  about  the  cold,  but  Tbilisi  is  actually  on 
the  same  latitude  as  Rome . ' ' 

Indeed,  the  countryside  around  Georgia  is 
said  to  resemble  Switzerland.  The  Republic 
has  some  of  the  highest  mountains  in  the 
Soviet  Union,  complete  with  ski  resorts. 
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Bob  Champion 
will  be  a  carrot  to 


your  customer 


What  better  way  to  make  sales  of  VitaBrit  jump, 
than  to  use  former  top  jockey  Bob  Champion  to 
help  promote  it? 

And  because  Bob  actually  takes  VitaBrit  every 
day  he  is  an  ideal  personality  to  feature  in  our  new 
heavyweight  advertising  and  PR  campaign  which 
will  run  through  to  next  Spring  in  leading  women's 
magazines. 

Like  most  people,  Bob  associated  Beta  Carotene 
with  carrots.  In  fact,  you  can  get  it  from  eating  most 
fruit  and  vegetables,  but  to  get  as  much  as  in  a 
capsule  of  VitaBrit  you'd  have  to  eat  rather  a  lot  of 
them.  Just  one  small  capsule  of  VitaBrit  contains 
15mg  of  Beta  Carotene  —  the  daily  intake  suggested 
by  many  nutritionalists. 

That's  the  equivalent  of  4V20Z  of  carrots  or  41/2lb 
of  tomatoes  or  21b  of  apricots  or  3301b  of  potatoes  — 
every  day. 

You  can  certainly  see  why  Bob  prefers  to 
supplement  his  diet  with  VitaBrit  Beta  Carotene. 


Weight  for  weight  VitaBrit  has  over  400  times 
more  Beta  Carotene  than  carrots.  And  it  gives  a 
controlled  amount  and  consistent  quality  every  time. 

When  it  comes  to  the  crunch,  you  can't  beat 
VitaBrit  for  Beta  Carotene. 

Britannia  Health  Products  Ltd.,  Forum  House, 
41-51  Brighton  Rd,  Redhill,  Surrey  RH1  6YS.  Tel:(0737)  773741. 


3ritannia 

iealth  Products 


VitaBrit.  Champion  for  your  daily  Beta  Carotene. 


Place  your  order 


le  03632-2251  Now! 


Recent  research  has  indicated  important  links 
between  Marine  Fish  Oil  consumption,  EPA  levels  and 
human  health. 

Now  scientists  are  suggesting  the  EPA  content  may 
help  protect  against  several  of  the  so  called  "Western 
diseases"  and  may  contribute  towards  the  maintenance 
of  a  healthy  heart. 

The  Callanish  range  offers  all  the  benefits  of  Marine 
Fish  Oil,  rich  in  the  Essential  Fatty  Acids  found  in  EPA, 
in  easy  to  swallow  and  taste  free  capsules :- 


MARINE  1 8  -  Selected  Marine  Fish  Oils  containing 
18%  EPA. 


MARINE  25  -  Concentrated  Marine  Fish  Oil, 
containing  25%  EPA,  probably  the  highest 
naturally  occurring  content  of  EPA  currently 
available. 


OMEGA  COMBINATION  -  A  unique  combination  of 
Marine  Fish  Oil  plus  Evening  Primrose  Oil  in 
equal  amounts. 


Each  pack  contains  120  capsules  -  one  months  supply. 

To  place  your  priority  order,  call  Ernest  Jackson  & 
Co.  Ltd.,  NOW  on  03632-2251. 


1  i 

callanish 


Health  from  the  Heart  of  the  Hebrides 

Distributed  In  Ernest  Jackson  &  Co.  Ltd.,  Crediton,  Devon. 
Tel:  (03632)  2251  •  Fax:  (03632)  5595  •  Telex:  42506  EJACKS 


lucing  tax 
paperwork 

There  are  still  a  large  number  of 
employers  not  taking  advantage  of 
the  Inland  Revenue  dispensations 
to  save  them  making  detailed 
returns  of  employees'  expenses. 

It  will  be  known  that  for 
directors  and  those  employees 
earning  over  £8,500  per  year 
employers  have  to  make  an  annual 
return  to  their  tax  office  of  the 
expenses  payments  and  benefits 
provided  so  that  the  correct  tax 
liabilities  of  the  director  or 
employee  can  be  calculated.  The 
return  is  made  on  form  PUD. 

However,  a  dispensation  can 
be  given  to  businesses  both  large 
and  small  relieving  them  of  making 
this  return.  The  dispensations  are 
available  where  no  tax  is  payable 
on  the  expenses  concerned,  ie 
where  these  expenses  are 
necessarily  incurred  in  the 
performance  of  a  person's  duties. 
The  dispensation  covers  a  wide 
variety  of  the  most  common 
expenses  (eg  travel)  but  they  are 
not  given  for  lump-sum 
allowances. 

Provided  the  expenses  are 
properly  controlled  the 
dispensation  will  be  granted. 

It  is  interesting  to  note  that 
over  90  per  cent  of  all  applications 
made  so  far  have  been  allowed. 
Either  take  the  matter  up  with 
your  Inland  Revenue  tax  office  or 
ask  your  accountant  to  do  so. 


Parking 
problems 

Unless  your  business  is  in  the 
depths  of  the  country,  you  may 
have  parking  problems. 

This  can  concern  you,  your 
employees  and  also  customers 
who  might  find  the  lack  of  parking 
space  a  deterrent  to  visiting. 

It  seems  that  in  some  areas, 
local  authorities  who  are 
responsible  for  non-trunk  roads 
seem  to  delight  in  festooning  the 
sides  of  the  roads  with  yellow  lines 
and  yellow  flashes  so  that  it  is 
almost  impossible  to  park  within 
any  reasonable  distance  of  your 
premises. 

What  can  be  done?  The  first 
thing  is  not  to  accept  the  position 
as  it  stands.  First  write  to  the  chief 
executive  of  the  local  authority 
explaining  your  problem  and 
asking  him  what  he  can  do  to 
alleviate  the  situation.  It  is  no  good 
just  sending  a  letter  of  protest.  All 
that  does  is  to  evoke  a  reply  that 
your  comments  have  been  noted 
and  that  consideration  will  be 
given  to  them  in  due  course.  Ask 
practical  questions  so  that  if  you 


OF  LAW 


An  employee  is  off  with  a  long  term  sickness.  You 
employ  cover  on  a  fixed  term  contract.  Can  they 
be  'sacked'  and  what  are  their  rights  once  the 
contract  ends? 


do  not  get  a  satisfactory  reply  you 
can  take  the  matter  further. 

If  the  official  fails  to  satisfy  you 
and  does  not  promise  any  action 
then  the  next  stage  is  to  see  the 
local  councillor  for  the  area  your 
business  is  in.  You  can  get  his  or 
her  name  and  address  from  your 
local  library  or  from  your  council 
offices.  Arrange  an  appointment 
and  make  specific  proposals.  You 
might  ask,  for  example  for  a  whole 
length  of  road  in  front  of  your 
business  to  have  the  restrictions 
removed  or  you  could  ask  your 
counsillor  to  raise  the  possibility  of 
having  a  stretch  of  road 
designated  as  a  parking  area  since 
the  failure  to  so  do  affects  your 
business  adversely. 

If  there  are  other  businesses 
involved,  you  might  ask  the 
owners  or  managers  to  join  with 
you.  This  could  be  done  directly  or 
through  your  local  Chamber  of 
Commerce. 

Local  councillors  are 
susceptible  to  pressure 
(especially  if  local  elections  are 
approaching!)  And  while  it  may 
not  always  be  possible  to  overturn 
decisions,  it  is  often  feasible  to 
bend  and  amend. 


Avoid 
inspectors7 
visits 

Many  employers  are  still  facing 
difficulty  in  dealing  with  the 
complexities  of  the  Statutory  Sick 
Pay  (SSP)  scheme  as  it  affects 
their  employees.  Because 
records  have  to  be  kept  which  can 
be  quite  complicated, 
considerable  mistakes  can  be 
made. 

These  can  be  picked  up  on  a 
visit  by  an  inspector  from  the 
Department  of  Social  Security  and 
can  result  in  prosecutions  and 
fines  at  worst,  and  in  warnings  at 
best. 

Inspectors'  visits  can  be 
avoided  by  a  voluntary 
arrangement  whereby  a  business 
lets  the  Department  of  Social 
Security  have  a  report  by  an 
independent  accountant  on  an 
employer's  SSP  arrangements. 


The  accountant  you  use  is 
considered  suitable  provided  he  is 
fully  qualified.  He  can  prepare  a 
report  which  gives  his  opinion  of 
your  compliance  with  the  terms  of 
the  scheme.  This  report  should  be 
sent  to  you  then  on  to  your  local 
Social  Security  office. 

If  you  are  worried  about  the 
time  inspectors'  visits  will  involve, 
show  this  journal  to  your 
accountant,  who  may  not  be 
aware  of  the  arrangement.  He  can 
then  get  details  from  the 
Department. 

While  avoiding  the  routine 
visits,  it  should  be  pointed  out  that 
if  inspectors  feel  that  something 
has  gone  drastically  wrong  with 
your  SSP  arrangements,  a  special 
visit  can  still  be  made  in  spite  of 
your  accountant's  certificate. 


Fixed  term 
employees 

There  are  many  occasions  when 
an  employer  may  wish  to  take  on 
an  employee  for  a  fixed  period  of 
time.  It  could  be  that  the  employer 
is  starting  a  new  venture  and 
wants  to  see  how  it  goes  before 
taking  on  someone  permanently. 

The  law  is  clear  on  this  when  it 
states  that  the  coming  to  an  end  of 
a  fixed  term  contract,  which  is  not 
renewed,  constitutes  a  dismissal. 
What  then  are  the  consequences 
for  the  employer?  Does  he  have  to 
pay  a  redundancy  payment  or  face 
a  claim  for  unfair  dismissal? 

Some  time  ago  this  was 
possible  where  the  qualifying 
period  of  employment  to  claim 
unfair  dismissal  compensation  was 
only  six  months.  But  today  the 
qualifying  period  of  employment 
for  both  unfair  dismissal  claims  and 
redundancy  payments  is  two 
years.  So  although  the  coming  to 
an  end  of  a  fixed  term  contract  is  a 
dismissal  at  law,  no  claims  can  be 
made  by  the  employee  unless  the 
contract  or  terms  of  employment 
specified  that  the  employment 
was  to  last  for  at  least  two  years. 

Where  this  is  the  case,  if  the 
employer  can  show  that  there  was 
good  reason  for  the  employee  to 
be  taken  on  only  for  a  fixed  term 
then  the  tribunal  hearing  the  case 
would  be  most  likely  to  conclude 
there  was  fair  reason  for 
"dismissal". 

On  the  other  hand,  tribunals 
have  looked  unfavourably  on 
employers  who  have  employed 
someone  on  a  series  of  fixed  term 
engagements  merely  to  defeat  the 
employees'  rights  to  claim 
compensation  for  unfair  dismissal 
or  a  redundancy  payment. 

If  an  employer  does  take 
someone  on  for  a  fairly  long  fixed 
term,  he  should  ensure  he  has  a 
good  reason  for  doing  so  on  this 
basis  rather  than  in  a  permanent 
capacity. 
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CHECK    I  T 


£S5Q 


£50 

Printed  Logo 


£250 


Hologram  Logo 


TAKE  A  CRITICAL 
LOOK  AT  SHAKESPEARE. 

(How  to  recognise  cheque  guarantee  limits.) 

To  guard  against  fraud,  and  serve  your  customers  quickly,  you'll  need  to  take  a  critical  look  at  the  Shakespeare  logos  on  cards 
which  guarantee  cheques. 

You'll  find  these  Shakespeare  logos  on  cards  issued  at  the 
«  existing  £50  limit  and  at  new  limits  of  £100  and  £250. 


£100 
E1HO 


Check  out  these  points:- 
The  majority  of  cards  you  accept  will  continue  to  provide 
a  £50  guarantee  as  indicated  by  the  printed  logo. 


The  new  silver  £100  hologram  logo  will  be  located  on 
the  front  or  back  of  the  card  and  offers  a  £100  guarantee 
facility. 


The  new  gold  £250  hologram  logo  will  appear  on  the 
front  or  back  of  the  card  and  will  offer  a  £250  guarantee 
facility. 

Apart  from  the  old  style  £50  card  (which  is  being  phased  out  by  the  end  of  September  1990)  the  common  theme  will  still  be  Shakespeare 

Although  there  are  new  limits,  acceptance  procedures  remain  unchanged. 


case 

£25Q 
£25D 


To  receive  a  free  poster  explaining  these  changes, 
fill  in  your  details  in  the  space  provided. 

Name  Position 


Company 


Address 


Postcode 


Number  of  free  posters  required  [ 


Please  complete  the  coupon  and  return  it  to  Mr  Michael  Young,  APACS, 
Ralton  Direct,  Stephenson  Road,  Groundwell,  Swindon,  Wiltshire  SN2  5AN 


CHECK    IT  OUT 


KENT  LPC  CONFERENCE 


ealth  professionals  to  take 
s  medicine  for  the 
patient's  good? 

harmaeists  and  the  other  health  care  professionals  being  paid  out  of  Kent  Family  Practitioner  Committee's  £75m 
get  are  not  giving  the  patients  what  they  want,  according  to  general  manager  David  Homeshaw.  "Health  warning — 
hat  is  good  for  Kent  may  not  be  very  palatable,"  Mr  Homeshaw  told  the  first  LPC  conference  to  be  held  in  Kent,  last 

Sunday. 


David  Homeshaw  saw  the 
previous  contract  as  a 
"production  pharmacy  contract" 
—  the  supply  of  dispensed 
medicines  and  little  else.  "The 
new  contract  is  a  service  contract 
and  it  may  not  be  one  which  you 
wish  to  provide!  The  alternative  is 
a  grim  one  —  a  narrowing  of  the 
professional  role  and  the 
possibility  that  other  people  will 
provide  these  services." 

Following  the  three  White 
Papers  on  health,  pharmacy  would 
not  be  left  unscathed.  Pharmacy 
had  the  choice  of  providing  the 
needs  of  patients  within  the  NHS 


Kent 's  FPC 's  David  Homeshaw 


or  to  go  outside  it. 

Mr  Homeshaw  continued  by 
reviewing  the  changes  that  had 
been,  or  were  about  to  be  made, 
at  the  Kent  FPC,  all  designed  to 
bring  the  patients'  needs  to  the 
forefront.  Historically  FPCs  were 
set  up  to  administer  national 
contracts.  They  were  dominated 
by  the  professions  who  decided 
what  they  were  going  to  give  the 
patient.  "Now  the  boot  is  on  the 
other  foot  —  a  push,  pull  situation 
with  the  patient  providing  the 
push,  he  said. 

'  'The  FPCs,  now  to  be  known 
as  family  practitioner  service 


Bumpy  ride  ahead  for  contractors 


"Fasten  your  belts,  we  are  in  for 
a  bumpy  ride,"  Michael  Brining, 
financial  executive, 
Pharmaceutical  Services 
Negotiating  Committee,  told  the 
conference. 

"Since  the  cost-plus  contract 
was  torn-up  last  December,  the 
Department  of  Health  says  that 
remuneration  will  be  determined 
as  necessary  to  provide  continued 
recruitment,  retention  and 
motivation  in  the  pharmaceutical 
services.  In  other  words,  squeeze 
the  remuneration  until  it  becomes 
unattractive  and  then  relax  it  a 
little . "  Mr  Brining  said  this  would 
maintain  the  services  at  minimum 
cost  and  result  in  the  manipulation 
of  the  number  of  pharmacies  or 
contracts  to  dispense. 

He  went  on  to  outline  the 
PSNC's  efforts  to  negotiate  future 
remuneration  for  pharmacists 
based  on  the  division  of  an  annual 
global  sum.  There  would  be  an 
annual  review  to  make 
adjustments  in  allocations  to  take 
up  that  agreed  global  sum,  say 
£'550m  for  next  year,  he  said. 

The  Department  of  Health's 
reaction  had  been 
'  'confrontational"  with  a  negative 
response  to  all  proposals.  '  'At  the 
end  of  the  day  a  way  forward  has 
to  be  found.  At  the  moment  it  is 


IP 


Mike  Brining,  PSNC 

like  dealing  with  a  blank  piece  of 
paper.  The  Department  of  Health 
does  not  appear  to  have  thought  of 
pharmacy  yet!  Mr  Brining  said. 

If  progress  was  not  achieved 
then  the  PSNC  would  consider 
taking  the  case  to  court.  They 
could  seek  the  conversion  of  the 
Review  Panel  to  a  Review  Body 
so  avoiding  the  present 
confrontational  approach.  "But 
the  Minister  can  always  reject  or 
phase  any  awards  recommended 
by  Review  Bodies,"  Mr  Brining 
said. 

"The  PSNC  has  not  made  any 


detailed  proposals  to  the 
Department,  but  has  suggested 
that  the  global  sum  requires 
adjusting  in  relation  to  costs  and 
allowances  made  for  the  fact  that 
fees  were  not  adjusted  in  1989, 
when  the  lump  sums  were  paid. 
Special  fees  have  been  requested 
for  services  such  as  residential 
homes,  oxygen  delivery,  patient 
records  and  consultation. 
Differences  in  payments  for 
appliances,  recovery  of  unified 
business  rate  increases,  clawback 
and  discounts  are  all  necessary, ' ' 
said  Mr  Brining. 

The  Department  of  Health 
should  receive  its  budget 
allocation  at  the  end  of  this  month, 
said  Mr  Brining,  and  it  has 
indicated  that  social  factors  will  be 
taken  into  account  with  extra 
funds  going  to  inner  cities  and 
deprived  areas.  One  problem  is 
that  there  is  no  legal  sanction  for 
the  payment  under  the  NHS,  for 
many  of  the  services  for  which  we 
are  seeking  payment  and  for 
which  the  Department  says  it  is 
looking". 

Borrowing  a  quotation,  Mr 
Brining  summed-up  the  position 
up  by  saying:  '  'The  two  sides  are 
ready  to  negotiate,  but  not  with 
the  same  issues  or  at  the  same 
pace." 


authorities,  will  not  represent  the 
practitioners,  they  will  represent 
the  patient . ' '  Mr  Homeshaw  saw 
the  FPSAs  reporting  to  the 
Regional  Health  Authority  which 
would  allocate  global  sums  for  the 
care  of  patients  and  the  elderly. 
"Active  steps  will  be  taken  to 
ensure  that  the  public  gets  what  it 
wants.  For  example,  the 
requirement  for  emergency 
treatment  can  be  met  by  GPs. 
Such  centres  are  being  set  up  in 
Kent." 

Mr  Homeshaw  suggested  the 
way  ahead  was  to  cut  the  drug 
budget  and  reallocate  this  money 
to  "caring"  services.  Over  the 
next  five  years  £10m  could  be 
taken  out  of  Kent's  drug  budget 
and  50  per  cent,  the  indicated 
reinvestment  allowance  —  put 
into  a  caring  budget,  for  example 
pharmacy  advisory  service. 

"I  put  these  suggestions  to 
you.  Firstly  maintain  what  is  being 
done  today,  that  is  the  dispensing 
and  supply  of  drugs  and 
appliances.  In  the  next  five  years 
set  targets  for  service  levels  in 
relation  to  residential  homes, 
patient  records,  patient  access 
including  opening  hours, 
consultation  points  and  physical 
access. 

"Additionally,  improvements 
in  patient  compliance  should  be 
considered  with  full  labelling  and 
patient  leaflets  —  all  in  co- 
operation with  the  GPs.  Needle 
exchange  systems  should  be 
available  country  wide , "  he  said. 

"Perhaps  the  promotion  of 
OTCs  might  replace  the  writing  of 
FPlOs,"  Mr  Homeshaw 
suggested. 

To  enable  such  changes  to 
take  place  Mr  Homeshaw  asked 
pharmacists  to  think  again  about 
their  views  on  supervision.  He 
saw  them  as  an  obstacle  to 
progress  as  they  increased 
professional  isolation. 

In  conclusion  Mr  Homeshaw 
said  he  looked  for  a  model 
partnership  designed  to  produce  a 
pharmaceutical  service  which 
"Kent  needs  and  can  afford". 
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DIABETES  CARE  QUIZ 


With  the  rapidly  increasing  trend  toward  closer  involvement 
in  diabetes  care  by  General  Practitioners 
and  Practice  Nurses,  your  own  knowledge 


m  and  expertise  will  be  an  increasingly 


6 


RUNNERS  UP 
PRIZES 
electronic 
organisers  worth 
S  £] 


valuable  asset  to  the  primary  health-care 
team. 

So  to  put  your  professional  skills  to  the 

-m  ST  PRIZE  test,  we've  devised  a  quiz  packed  with  just 

I  computer  worth  the  kind  of  questions  you  can  be  faced 

1  £3,500 

with  I rom  day  to  day.  There's  a  hand- 
some first  prize  on  offer  -  a  state-of-the-art  Toshiba  lap  top 
computer  worth  £3,500!  And  the  six  runners -up  will  each 
win  a  Psion  electronic  organiser  worth  over  £100  each! 

Full  details  of  the  quiz  and  an  entry  form  are  being  sent  to 
you  during  the  week  commencing  30th  October,  so  enter  straight 
away  -  the  closing  date  is  30th  November  1989. 


m  MICRO-FINE  E 


SECTOR  

~  DICKINSON    Between  Towns  Road,  Cowley,  Oxford  OX4  SLY.  Telephone  0365  777722. 


B-Dand  Mii-ru-Finr  are  'rademarks  nl  BerU.n  Dickinson  and  C 


NEWS  EXTRA 


*  consider  the  last 


GPs  may  resign  from  the  NHS  as 
a  last  resort  protest  against  the 
new  contract  Health  Minister 
Kenneth  Clarke  seems  set  to 
impose  on  them  from  April  1  next 
year.  Regulations  to  make  the 
contract  changes  were  laid  before 
Parliament  on  Monday. 

On  Thursday,  after  C&D 
went  to  Press,  the  General 
Medical  Services  Committee  was 
due  to  consider  proposals  put 
together  by  the  alternative 
strategies  working  party  which 
has  been  looking  at  ways  GPs 
could  protest  against  the  new 
contract  imposition. 

Action  suggested  by  the 
working  party  includes  disrupting 
the  bureacratic  system  as  much  as 
possible  by  not  filling  in  forms  etc, 
action  designed  to  hurt  the  system 
but  not  patients,  says  the  BMA. 
Resigning  from  the  NHS  will  be 
very  much  a  last  resort. 

However,  if  doctors  do  resign 
they  will  charge  patients  for  their 
services.  Details  of  possible 
charges  appeared  in  the  Sunday 
Correspondent  last  weekend.  The 
report  says  the  proposed  fees  are 
based  on  a  subscription  of  just 
under  £2  a  week  for  adults  and  £1 
for  children  and  the  elderly. 
Consultations  in  the  surgery 
would  cost  just  over  £1,  home 
visits  about  £5  and  night  visits 
£12.  Patients  could  get  complete 
cover  with  no  extra  charges  for  an 
annual  fee  of  £75.  Those  who  do 
not  register  and  pay  the 
subscription  would  be  charged  at 


Dental  pay 

The  new  dentists'  contract,  due 
to  come  into  effect  next  October, 
has  been  welcomed  in  principle  by 
the  General  Dental  Services 
Committee.  The  proposals  now 
go  to  the  profession's  review 
body  which  will  put  prices  to  the 
proposals  before  they  are 
presented  to  dentists  for  their 
decisions  by  next  May/June. 

The  main  change  will  be  to 
encourage  continuing  care  and 
more  preventative  work. 

Some  national  newspapers 
this  week  latched  on  to  the  idea  of 
guarantees  for  fillings,  etc.  A 
spokesman  for  the  British  Dental 
Association  told  C&D  on  Tuesday 
that  the  reports  really  gave  the 
wrong  impression.  The  idea  is 
that  for  fillings  and  crown  which 
fall  out  within  12  months  dentists 
will  be  able  to  claim  the  cost  of 
replacing  them  from  the  NHS 
instead  of  charging  the  patient  a 
second  time  for  what  would 
effectively  be  the  same  course  of 
treatment. 


a  much  higher  rate  eg  £30  for  a 
consultation,  £60  for  a  home  visit 
and  £80  for  a  night  visit. 

According  to  last  week's 
General  Practitioner  magazine  the 
new  GP  contract  will,  for 
example,  limit  holidays  to  six 
weeks  a  year;  require  GPs  to 
submit  reports  on  their  daily 
work;  mean  that  surgery  hours 
would  have  to  be  approved  by 
FPC  and  be  convenient  for 
patients;  require  GPs  to  measure 
patients'  height,  weight  and  blood 
pressure  every  three  years,  and 
to  give  advice  on  general  health. 
There  will  also  be  payments  for 
running  special  clinics. 

Anxiety  among  Conservative 
MPs  about  the  damaging  political 
implications  of  the  decision  to 
impose  the  new  contract,  which 
GPs  overwhelmingly  rejected  in  a 
ballot,  quickly  became  apparent 
when  the  Commons  re-assembled 
earlier  this  week. 

Sir  Geoffrey  Howe,  deputising 


Homes:  Boots 
muscle  in? 

It  appears  that  Boots  are  not 
content  to  possess  all  the  prime 
High  Street  sites,  the  out  of  town 
superstore  centres  and  the  kudos 
that  goes  with  being  "the 
biggest".  They  are  also 
apparently  bent  on  having  an 
independent  negotiating  voice 
through  the  Company  Chemists 
Association  on  the  NHS  contract, 
thus  undermining  the  position  of 
PSNC.  To  add  injury  to  insult, 
now  that  it  is  about  to  become 
financially  worthwhile,  they  are 
trying  to  muscle  in  on  residential 
home  business  to  the  detriment  of 
those  pharmacists  who  have  been 
providing  the  service  before  the 
extra  payments  were  even 
dreamt  of! 

What  else  do  Boots  want?  The 
abolition  of  front-loading 
payments  for  small  contractors 
appears  to  be  another  of  their 
targets.  They  would  benefit 
greatly  in  their  high  prescription 
volume,  city  centre  department 
stores.  But  what  of  the  small 
independent  pharmacies  serving 
inner  city  housing  estates?  Will 
Boots  deign  to  provide  a  service 
to  these  areas  when  the  local 
pharmacy  is  no  longer  viable? 

This  is  a  prime  example  of 
professionalism  being  sacrificed 
on  the  altar  of  profit.  Where  were 
Boots,  and  what  service  did  they 
offer,  when  the  only  payment  that 
came  from  providing  services  to 


Essex  pharmacist  Nitin  Sodha  of  the  Golden  Cross  Pharmacy, 
Rochford,  may  soon  have  a  series  of film  credits  to  his  name  following 
his  first  prize  win  of  a  Sony  video  camera  in  a  Sunsilk/AAH 
Pharmaceuticals  promotion.  Mr  Sodha  receives  his  prize  fromAAH's 
Enfield  branch  manager  David  Adams  and  Mike  Winter,  Elida 
Gibbs '  special  account  manager 


for  the  Prime  Minister,  pointed 
out  that  the  current  contract  was 
25  years  old  and  claimed  that  the 
new  one  provided  benefits  all 
round. 

Mr  Clarke  confirmed  that  a 
new  information  system  to 
implement  prescribing  budgets 
was  being  developed  by  the 
Prescription  Pricing  Authority  and 
would  be  piloted  in  November 
1990. 


LETTERS 


residential  homes  was  the 
dispensing  fee  ?  Is  it  pure  cynicism 
to  suppose  that  there  may  be 
some  motive  other  than  an 
altruistic  concern  for  the  welfare 
of  residents  in  these  homes?  How 
do  Boots  reconcile  the 
recommendation  that  patients  in 
residential  homes  should  be 
allowed,  wherever  possible,  to 
choose  where  they  obtain  their 
medication,  and  also  be  allowed  to 
administer  their  medicine? 

Why  is  it  that  a  company  of 
Boots'  stature,  who  hitherto  have 
led  the  way  in  professionalism, 
have  suddenly  become  associated 
with  such  controversy?  Is  it 
because  in  the  loss  of  cost-plus 
they  have  seen  the  "writing  on 
the  wall' '  as  far  as  profitability  of 
pharmacy  is  concerned,  leaving  us 
lesser  mortals  to  fend  for 
ourselves?  Surely  the  profession 
has  enough  to  undermine  it 
without  this  attack  from  within? 

What  can  we  independent 
pharmacy  contractors  do?  First 
we  must  mobilise.  Shake  off  our 
apathy.  Write  to  PSNC  and  tell  it 
that  you  absolutely  reject  any 
attempt  to  remove  front-loading 
unless  it  is  replaced  with  a  system 
that  will  protect  the  small 
contractors  and  ensure  easy 
access  to  a  pharmacy  for  all 
communities.  Second,  contact 
your  local  NPA  board  member. 
Demand  quick  action  from  the 
NPA  to  counter  this  poaching  of 
residential  home  business  by 
Boots.  (Boots  have  admitted  that 
they  are  seeking  to  extend  their 
involvement  in  supplying 
residential  homes  in  Cheshire,  but 


Claims  for  the  plaque-removing  properties 
of  Plax  have  again  come  under 
scrutiny  (see  C&D  May  20  and 
July  29).  On  Tuesday,  Channel  4's 
"4  What  It's  Worth"  pointed  out 
that  although  the  claim  that  Plax 
removes  300  per  cent  more 
plaque  than  brushing  alone  had 
been  ruled  against  by  the 
Advertising  Standards  Authority, 
bottles  with  the  claim  were  still  on 
sale. 


we  can  confirm  that  they  are 
taking  similar  action  in  Liverpool.) 

The  NPA  should  write  in  a 
similar  vein  to  the  directors  of 
social  services  pointing  out  the 
advantages  of  services  from  local 
independent  pharmacists.  We, 
too,  can  supply  medicines  in  unit 
dose  form! 

Finally,  don't  panic.  The 
strength  of  independent  pharmacy 
lies  in  the  quality  of  service 
provided,  a  quality  that  must  be 
second  to  none,  and  let  no  one 
dare  say  otherwise! 


John  Donoghue  and  Joseph  McCann 

Liverpool 


Bradford 
re-union 

We  would  be  very  pleased  to  hear 
from  any  of  the  former  members 
of  the  '  'Class  of  61 "  who  attended 
Bradford  University  pharmacy 
department  and  who  graduated  in 
the  Summer  of  1964. 

Please  contact  either  Nigel 
Bird  at  the  Locarno  Pharmacy, 
Sale,  Cheshire  (tel:  061-973 
3102),  or  Alan  Tobias  in  Leeds 
(tel:  0532-641390  or 
0532-622878),  to  arrange  a  re- 
union later  in  the  Autumn. 


Nigel  Bird 

Sale 


680 
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M acarthy  to  keep  £10m  division 
and  buy  community  pharmacists 


Macarthy  pic  this  week  revealed 
that  plans  to  sell  off  their 
manufacturing  division  have  been 
scrapped. 

In  an  exclusive  interview  with 
C&D,  chief  executive  Ian  Parsons 
said  a  buyer  had  not  been  found 
that  would  match  the  asking  price. 

Mr  Parsons,  who  in  August 
replaced  former  chairman  and 
chief  executive  Nicholas  Ward, 
explained:  '  'We  did  not  find  a  price 
that  was  satisfactory  and  in  the 
interests  of  our  shareholders,  so 
we've  withdrawn  the  division 
from  sale." 

He  said  projections  show  the 
business  can  make  a  contribution 
to  group  profits  once 
rationalisation  of  some  marginal 
product  lines  has  been  completed. 

The  division  is  to  concentrate 
on  dialysis  to  the  home  and 
hospitals  and  specials;  with  two 
separate  business  centres, 
marketing,  and  management 
teams.  There  will  also  be  a 
modest  investment  in  new  plant. 

The  changes  have  meant 
about  40  redundancies. 

Mr  Parsons  —  managing 
director  of  the  retail  division  in 
January,  when  the  business  was 
put  up  for  sale  —  said:  "The 
lesson  for  us  is  that  you  keep  the 
wheels  on,  keep  the  business 
maintained,  and  do  all  the  things 
you  should  to  keep  it  in  good 
running  order,  should  you  wish  to 
sell." 

He  commented  that  the  irony 
of  the  way  things  turned  out  is  that 
the  rationalisation  at  the  division 
has  probably  taken  very  little  off 
turnover. 

Mr  Parsons  also  revealed  that 
the  group  has  definite  plans  to  add 
to  their  180-chain  of  pharmacies 
next  year,  and  may  consider 
partnership  as  well  as  straight 
acquisition. 

'  'The  emphasis  in  the  last  year 
has  been  on  getting  the  formula 
right  for  the  product  mix,  and 


store  layout  etc.  We've  taken  into 
account  the  particular  location  of  a 
pharmacy,  its  customers  and 
competitors,  and  tuned  the  mix 
accordingly.  We  have  built  a  good 
foundation  and  should  start  to  reap 
the  benefits. 

'  'So  far  pharmacies  have  been 
added  in  two's  and  three's,  with 
the  odd  closure,  taking  into 
account  the  quality  of  the 
business.  I  would  like  to  see  larger 
acquisitions  and  we  are  talking  to  a 
number  of  chains." 

Mr  Parsons  says  that 
Macarthy  has  a  profile  of  every 
"reasonable"  retail  pharmacy 
chain  in  the  UK  which  is  kept  with 
a  view  to  acquisition. 

But  he  is  concerned  that 
independent  community 
pharmacists  have  been  asking 
"unrealistic"  prices  for  individual 
business,  particularly  in  the  last 
two  years. 

"I  think  the  kind  of  money  that 
has  been  paid  has  established  in 
peoples'  minds  a  price  which  is  not 
realistic  for  their  particular 
business,"  he  said. 

"When  you  acquire  a  large 
chain  there  are  all  kinds  of  benefits 
like  increased  group  purchasing 
power,  cost  reductions,  and 
working  the  central  overhead 
more  effectively  that  just  don't 
apply  with  the  acquisition  of  one 
individual  pharmacy. ' ' 

He  noted  the  recent  merger 
between  Kingswood  and  GK 
Chemists  which  pushed  the 
combined  company  to  within  one 
place  of  Macarthy 's  Savory  & 
Moore  chain,  ranked  third  in 
terms  of  outlets. 

"I  have  to  say  Kingswood 
would  have  been  interesting.  I 
don't  know  why  we  weren't 
offered  it  or  approached . ' ' 

"I  see  a  tremendous  amount 
of  scope  in  the  industry  for 
collaboration,  and  not  just  in 
retailing.  We  are  highly 
experienced  distributors  of 


pharmaceutical  products  and 
there  are  now  many  people  who 
need  that  kind  of  expertise,"  he 
said. 

Mr  Parsons  attacked  the  press 
takeover  speculation  that  has 
followed  Macarthy  fairly 
consistently  through  the  year,  the 
majority  linking  a  UK  chain  (ie 
Lloyds)  with  Savory  &  Moore. 

"I  wonder  how  long  people 
will  go  on  reporting  things  that 
simply  are  not  true.  A  few  weeks 
ago  The  Independent  said: 
'Rumour  has  it...'  and  then 
repeated  the  story  a  few  days 
later.  But  they  were  just  quoting 
themselves.  There  is  no  'German 
connection' . ' '  (Reference  to  talk 
to  a  break  up  bid  for  Macarthy 
which  sees  a  German  company 
taking  the  wholesale  division  with 
Lloyds  then,  apparently,  ready  to 
snap  up  the  pharmacies) . 

He  says  the  reality  is  that  the 
majority  of  shareholders  are  from 
the  institutions  and  they  have 
stayed  loyal.  "I  believe  they  are 
satisfied  with  the  way  we  run  the 
business  and  there  is  very  little 
trading  in  our  shares . ' ' 

Mr  Parsons  thinks  it  is  fair  to 
say  that  Macarthy 's  current 
market  capitalisation  is  arguably 
less  than  the  retail  business  is 
worth,  and  that  itself  encourages 
speculation. 

Mr  Parsons,  who  joined  the 
group  after  spending  10  years 
with  C&A,  also  concedes  that 
Macarthy  have  '  'failed  to  deliver" 
on  some  promises  in  the  past, 
notably  the  aim  of  becoming 
national  wholesalers,  and 
therefore  may  have  encouraged 
talk  of  a  predator. 

"I  suppose  it  added  up  with 
the  high  profile  we  adopted  and 
encouraged  speculation.  But  that 
should  stop  now." 

He  describes  his  personal 
style  of  leadership  as  "lower 
profile",  doesn't  like  gimmicky 
business  catch-phrases,  and  says 


lit!! 


11 


Ian  Parsons  wants  to  use 
computers  to  improve  management 
'information  for  Savory  &  Moore, 
and  is  contemplating  handling 
technology  for  at  least  two  of 
Macarthy 's  depots 

privately,  without  mischief,  that 
he  has  some  regard  for  Unichem 
chief  executive  Peter  Dodd  — 
' '  He  has  shaken  up  an  industry' ' . 

"I  have  said  since  day  one  that 
I  put  as  much  emphasis  on  the 
commercial  battle  on  the  ground 
as  our  legal  battle  with  Unichem. 
We  are  in  pretty  good  shape  to 
take  advantage  of  the 
opportunities  that  will  present 
themselves  once  Unichem  stop 
enjoying  the  benefits  of  being  a 
friendly  society.  Peter  Dodd  has 
come  up  with  some  imaginative 
ideas  but  I  think  he '  s  going  to  find 
next  year  that  the  rules  of  the 
game  have  changed." 
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BUSINESS  NEWS 


English  Grains  sold 
for  £12.8m 


Call  home 
from  Boots 

Boots  are  to  install  350  Mercury 
public  telephones  in  stores  across 
the  country. 

Under  the  arrangements  with 
British  Telecom's  rival  company, 
operators  provide  the  sites  for  the 
callboxes  and  sell  pre-paid 
telephone  cards.  Companies 
generally  receive  a  margin  on  the 
sales  of  the  phone  cards  which  can 
carry  their  own  advertisements 
and  logo. 

A  Boots  spokesman  said  the 
company  is  considering  a  variety 
of  options  including  hotline 
buttons  on  the  telephones  which 
will  permit  the  promotion  of 
services  and  an  electronic  display 
for  in-store  advertising. 

The  public  will  get  a  call  for  an 
initial  5p,  rather  than  British 
Telecom's  lOp,  and  have  the 
convenience  of  the  in-store 
telephone  and  easy  access  for  the 
purchase  of  the  phone  cards. 


P&G  up  15pc 

Proctor  &  Gamble  this  week 
reported  turnover  up  15  per  cent 
to  £725. 3m  for  the  year  to  June 
30. 

General  progress  is  described 
as  "encouraging"  with  particular 
progress  being  made  in  the  retail 
division.  During  the  year  the 
group  introduced  six  new  brands 
into  national  distribution,  inlcuding 
Ulay  Sensitive  and  Head  & 
Shoulders  Frequent. 

Operating  profits  are  up  80  per 
cent  to  £37. 7m  and  group  profit 
before  tax  was  "substantially" 
ahead  of  the  £7. 4m  in  the  previous 
year.  Profits  were  held  back  then 
because  of  a  provision  for 
exceptional  items. 

Ransoms  on 
the  move 

William  Ransom  &  Sons  are  to  sell 
their  offices  and  factory  at  Hitchen 
and  move  to  Biggleswade  in  1992 . 

The  site  has  been  purchased 
for  £9. 43m  by  developer  Richard 
Daniels  who,  as  part  of  the  deal, 
wil]  be  responsible  for  building  the 
new  complex  at  Biggleswade  for 
some  £12m. 

A  company  spokesman  said 
that  the  existing  facilities  at 
Hitchen  have  necessarily 
developed  over  a  wide  area 
throughout  the  many  years  of 
company  growth.  The  new 
facilities  would  provide  the 
company  with  a  modern  purpose 
built  factory. 


English  Grains,  makers  of  Red 
Kooga  and  Natracalm,  were  last 
week  acquired  by  Peter  Black 
Holdings  pic  for  £12. 8m. 

EG,  a  Staffordshire-based 
family  company  founded  at  the 
turn  of  the  century,  join  Black's 
expanding  OTC  division  which 
features  number  of  own  label 
toiletries  and  the  Farrow  & 
Humphreys  brand. 

Last  year  the  division 
contributed  20  per  cent  of  Black's 
£138m  sales.  The  company  has 
other  interests  in  the  footwear  and 
furniture  markets.  In  their  last  set 
of  results  as  an  independent 


Beecham's  head  of 
pharmaceuticals,  James  Andress, 
resigned  this  week  to  take  up  a 
position  with  a  small  American 
based  consultancy  business. 

The  move  sparked  off  a  few 
mumurs  in  the  City  that  Mr 
Andress  is  the  first  casualty  of  the 
merger  with  SmithKline.  A 
Smithkline  Beecham  statement 
said  his  departure  was  '  'one  of  the 
things  that  happen  after  a  merger 
and  we  are  sad  to  see  him  go  " . 

He  is  thought  to  have  lost  out 


Hedley  Talor  pic,  the  developing 
and  printing  business  which  owns 
the  Horizon  brand,  announced 
major  restructuring  last  week. 

Taylor,  formed  earlier  this 
|  year  after  a  management  buyout 
from  Dixons,  are  to  relocate  their 
HO  and  laboratory  facilities  away 
from  the  present  site  in 
Stevenage,  and  plant  and  jobs  will 
be  redistributed  to  six  existing 
sites  across  the  country. 

The  changes,  which  will  mean 
redundancies  of  up  to  200,  are  the 
result  of  an  increased  rent  bill. 
Managing  director  Ian  Beard 
says:  "We've  had  encouragingly 
high  volumes  at  all  our  sites  during 
our  first  Summer  season  as  an 


G.F.  Dietary  Group  and  Welfare  Foods 
(Stockport)  Ltd  will  trade  as  one 
company,  Nutricia  Dietary 
Products  Ltd  as  from  October  9. 
The  new  company  is  part  of  the 
Dutch  Nutricia  Group  which 
distributes  dietary  products 
throughout  Europe. 


company,  English  Grains  turned 
in  profits  of  £1 .3m  for  the  year  to 
December  31. 

Gordon  Black,  joint  chairman 
of  the  new  owners  says: 
"Opportunities  like  this  do  not 
arise  often.  We  are  buying  an 
established  company  and  the 
timing  is  right  for  the  development 
of  Peter  Black  and  the  market' ' . 

He  says  the  companies  have 
complementary  strengths  and 
Peter  Black  can  provide  the 
necessary  support  to  increase 
English  Grains  existing  brands  as 
well  as  accelerating  the  launch  of 
new  products. 


in  the  reshuffle  of  responsibilities 
that  followed  the  multi-billion 
dollar  merger  this  summer. 
■  Beecham's  management  at 
Yardley  and  Lentheric  are 
reported  to  be  working  on  plans 
for  a  buyout  for  the  business  long 
expected  to  be  sold  off  as  a  result 
of  the  deal  with  Smithkline. 
Beecham  chairman  Bob  Bauman 
has  given  the  go  ahead  in  principle 
for  a  bid  of  about  £200m  from  a 
team  headed  by  Bernard 
Nicholson. 


independent.  However,  since  the 
buyout,  we've  had  to  bear  the 
cost  of  renting  the  site  at 
commercial  rates". 

Production  capacity  and 
delivery  schedules  have  not  been 
affected  by  the  restructuring. 


Sales  of  small  electrical  goods  are 

holding  up  despite  the  downturn  in 
consumer  spending  and 
community  pharmacists  should 
not  cut  back  on  orders. 

This  is  the  message  of  the 
Small  Electrical  Appliance 
Marketing  Association  which  last 
week  warned  that  retailers  who 
phase  down  now  will  not  be  able  to 
meet  Christmas  demand. 

The  association  is  particularly 
worried  that  retailers  will  cut 
orders  because  of  high  interest 
rates.  But  it  claims  that  sales  are 
running  are  firm  in  units  and  values 
compared  to  last  year.  Using 
SEAMA  statistics  they  say 
electrical  haircare  products  are 
selling  13  per  cent  more  by  value. 


COMING  EVENTS 


Nl  course  on 
women 

As  part  of  the  continuing  education  | 
programme  in  Northern  Ireland,  a 
two  evening  course  is  being  held 
on  "Women's  health  and  the 
pharmacist".  Both  sessions  will 
be  at  the  Adiar  Arms  Hotel, 
Ballymena,  on  October  24  and  31 
at  7.30pm. 

The  course  will  focus  on  a 
number  of  selected  clinical 
conditions  often  presented  by  j 
women  for  advice  and  treatment  :  \ 
by  the  community  pharmacist. 
The  speaker  will  be  Mrs  Muriel  :  j 
Singleton,  a  lecturer  at  the  School  ; 
of      Pharmacy,      Queen's  | 
University,   Belfast.   Course  j 
material  will  be  available  on  both  !  t 
evenings,  and  participants  are  | 
advised  to  attend  both  sessions,  j 


Monday,  October  23 

North  Metropolitan  branch,  II 
RPSGB.  School  of  Pharmacy,  I 
Brunswick  Square,  London  WC1  at  jl 
7.30pm.  Question  and  answer  session  £ 
with  Nicholas  Wood,  RPSGB  Council  | 
member. 

Tuesday,  October  24 

Croydon  branch,  RPSGB.  The  I 

Medical  Centre,  Mayday  Hospital  at  I  I 

7pm.  "Communication  —  How  good  ;  {1 

are  we?"  by  Mr  C.J.F.  Gardner,  I 

lecturer  in  medical  education.  Buffet  I 
supper  available. 

Leicestershire  branch,  RPSGB.  jl 

Postgraduate    medical    centre,  I 

Leicester  Royal  Infirmary  at  7.30pm.  I  I 
Postgraduate  lecture  II. 

Wednesday,  October  25 

Brighton    branch,    RPSGB.  j 

Postgraduate  medical  centre,  II 
Brighton  General  Hospital  at  8pm.  I 
Business  meeting:  role  of  Council  :  I 
report  (member  of  council),  and  II 
proposed  needle/syringe  exchange  I 
scheme. 

Thursday,  October  26 

Northumbrian  branch,  RPSGB.  I 

Postgraduate  teaching  centre,  I 
Freeman  Hospital  at  7.30pm.  I 
"Acupunture",  a  talk  by  local  Chinese  !>:| 
practitioners. 

Weald  of  Kent  branch,  RPSGB. 

Postgraduate  centre,  Kent  and  Sussex 
Hospital,  Tunbridge  Wells  at  7.15pm.  1 
Joint  meeting  between  pharmacists  I 
and  general  practitioners.  Topics  |i 
covered  will  be  "The  effect  of  GP  I 
'budgeted'  prescribing  on  patient  care  I 
and  community  pharmacy  viability",   1  I 
"Original  pack  dispensing"  and  I 
"Hepatitis  B:  Pharmacists  at  risk?". 
Late  supper  available  courtesy  of  | 
Duphar. 

Saturday,  October  28-29 

Young  Pharmacists'  Group.  4th 

annual  general  meeting,  at  the  Crest  1 
Hotel,  Bristol.  Seminar  on  pharmacist  | 
and  nurse  prescribing  with  discussions  « 
on  NHS  supply,  and  a  "Question 
Time"  panel  session,  chaired  by  Dr 
Alison  Blenkinsopp.  For  details  of 
accommodation  contact  the  Crest  jfj 
Hotel  on  0272  564242. 


Top  Beecham  executive  quits 
after  reshuffle 


Horizon  cut  costs 
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Post  to  Classified  Advertisements,  Chemist  &  Druggist, 
Benn  Publications,  Sovereigi  Way,  Tollbridge,  Kent  TN9  1RW. 

Tel  Tonbridge  (0732)  364422.  Telex  95132.  Fax:  (0732)  361534 
Ring  Melanie  Marshall  Ext  472  for  further  information 
Publication  date  Every  Saturday 

leadings  All  advertisements  appear  under  appropriate  headings 
Copy  date  4pm  Tuesday  prior  to  publication  date. 


APPOINTMENTS 


TOP  SALES 
MANAGER 
REQUIRED 

The  Jay  Group,  UK  distributors  of  the 
world  famous  Foster  Grant  "Spare  Pair" 

reading  glasses  range,  need  an 
experienced  sales  manager  to  spearhead 
distribution  of  the  range  throughout  the 
UK. 

Since  the  launch  of  O.T.C.  reading 
glasses  in  April,  "Spare  Pair"  has 
become  a  market  major  and  the  division 
now  warrants  leadership  of  its'  own. 

The  package  and  prospects  offered  make 
this  an  outsanding  opportunity,  not  only 
for  someone  currently  involved  in  the 
new  reading  glass  industry,  but  by  an 
experienced  professional  seeking  a  new 
challenge  in  a  brand  new  market. 

Apply  in  writing  to: 
Mr  E.  Leigh,  Chief  Executive, 
The  Jay  Group  Ltd.  Hr  House, 
447  High  Road,  Finchley, 
London  Nl  2  OSB 


AGENTS 


Cancellation  deadline  10am  Monday  prior  to  publication  date. 
Display/Semi  Display  £16.20  per  single  column  centimetre,  min  30mm 
Column  width  42mm. 

Whole  Page  £1620.00  (250mm  x  180mm)  Half  Page  £810.00 
(125mm  x  180mm)  Quarter  Page  £405.00  (125mm  x  88mm) 
Box  Numbers  £3.00  extra  Available  on  request. 
All  rates  subject  to  standard  VAT. 


FINANCE 


PRWflMWWS 

I'm  over itwk  n  w: R\m 


We  do  not  be  1 1  eve  that  you,  as  a  professional , 
should  need  to  mortgage  your  home  in  order 
to  finance  a  practice. 

Under  our  schemes,  loans  are  available  over 
25  years,  and,  in  some  cases  even  longer 
Various  repayment  methods  are  available  to 
suit  your  personal  requirements. 

For  more  information  contact:  - 


J.W.  SLEATH  &  CO.  LTD., 

Insurance  and  Mortgage  Bn>ltcrs 
_       58  Theobalds  Road  _ 
=       London  WCIX8BR  ™ 
Telephone  01-242  4375  = 


LABELS 


ORALABEL  PC 

'The  Ultimate  in  pharmacy  systems... 

*  Versatile,  uncomplicated  labelling. 

*  Quickly  updated  patient  records. 

*  Full  BNF  warnings.  *  Latin  dosages. 

*  Unique  "owings  book"  facility. 

*  Complete  systems  or  software  only. 

For  leaflets  or  a  demonstration,  phone  or  write 


Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester,  M25  8WB 
Tel:  061  773  7909 


IRELAND  has  a  population  of  6.5 
million.  Are  you  represented?  Get  in 
now,  before  1992,  by  contacting: 

Robert  Bussell  (Sales  &  Marketing) 
Esplanade,  Holywood,  Co.  Down 
N.  Ireland.  (02317)  5648 


UBttS 


PABK  P' 


PARK 
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LABELS 


SHADOW  LABELLING /9995 


SHADOW  PLUS  X  19995 


PATIENT  RECORDS  PLUS  /3995 


SHADOW  CONTROL  DOSAGE 


tor  your  nursing  home  business! 


COMPLETE  PATIENT  RECORDS  SYSTEM/1395^ 


w  ¥=fr- 


97  Waterloo  Place 
Leamington  Spa 
CV32  5 LA 
(0926) 356485 


hardware  a  software 


a  division  ol  Image  Micro  Systems  Ltd. 


LABELLING  SYSTEMS 


John  Richardson 
Computers  Lid 


►  In  Pharmacy  Labelling 
In  Auto-Order  Slock  Control 


In  Customer  Service 


In  Systems  Development 

Full  patient  records  with  drug  interactions 
FREEPOST,  Preston  PR5  6BR  Telephone:  (0772)  323763 


Jin-uiff 


PRODUCTS  &  SERVICES 


SCREENIT  ARTS\ 
LIMITED 

SILK  SCREEN 
PRINTERS 

Quality  silk  screen  printing  on  all  types  of  bottles, 

caps,  tubes,  cans  etc.,  point-of-sale  material, 
laminates  and  plastics.  Single  or  multiple  colours. 

•  FAST  SERVICE 

•  QUANTITIES  LARGE  OR  SMALL 

•  TOP  CLASS  PRINTING 

•  ART  WORK  AND  DESIGN 
DEVELOPMENT  SERVICE 

9  Garman  Road,  London  N17  OUR 
Tel:  01-801  3171  Fax:  01  885  2955 


FRESH  START 
COSMETICS 

164  CHEETHAM  HILL  ROAD,  MANCHESTER  M8  8LQ 
TEL:  061-834 1387 
FAX:  061-832  0891 

FOR  A  LARGE  RANGE  OF  FRENCH 
AND  ENGLISH  FRAGRANCES  AND 
ACCESSORIES. 


SH0PFITTINGS 


LUX 


LINE 


LUXLINE 

the  specialists  in  pharmacy 
shopfitting  design  and  construction 

8  Commerce  Way,  Leighton  Buzzard,  Bedfordshire 
Telephone:  (0525)  381356  Fax:  (0525)  382761 


CREATIVE  DESIGNS  AND 
QUALITY  FITTINGS  WITH 
INEXPENSIVE    PRICES  AND 


LEASING. 


and  *De4c$#, 

THE  COMPLETE  SHOPFITTER 


CI   Apeils  Systems  Ltd 

'   Unit  P  kinncwwav  Trartinn  F<?tate 


Umdasch 

Fama 


Unit  P,  Kingsway  Trading  Estate 
Kingsway,  Luton,  Beds  LU1  1  LP 
Telephone.  Luton  (0582)  4571  1 1 


w 

,       i,       .  Approved 

■i  NATIONAL 

Shopfitting  styles  Si^S 
for  modern  selling 

★  Competitive  prices 
★  Attractive  designs         ★  Dispensary  fittings 

★  Incredible  space  saving 


★  Unsurpassed  quality 


\ 


marspec 

MSlSHOPHTTING  LTD 

A  complete  shopfitting  and  design 
service,  at  competitive  prices  for  the 
pharmacist 


Southern  Office: 

Marspec  Corner, 
Grace  Road, 
Marsh  Barton, 
Exeter,  Devon 
Tel:  0392  216606 


Northern  Office: 

4  Prestwood  Court, 
Leacroft  Road, 
Risley,  Warrington, 
Cheshire 

Tel:  0925  827292 


NEW  SHOP?  REFIT? 

Plus  increased  T.O.  &  PROFITS 

IN  LONDON  &  HOME  COUNTIES 
RING  01-460  8853 

Our  prices  are  very  competitive 

CAPITAL  Shopfitting  Services  LTD 
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STOCK  FOR  SALE 


1 


URIMPHARM  LTD 


OUR  EEC  IMPORTED  PHARMACEUTICALS 

★  CAREFULLY  SELECTED  RANGE  OF  PRODUCTS 

★  PRODUCT  LIABILITY  INSURANCE 

★  OUR  OWN  'EEC  QUALIFIED  PERSON  TO 
SUPERVISE  QUALITY  CONTROL 

★  DISTRIBUTION  THROUGHOUT  UK 

★  ONE  OF  THE  LARGEST  PURCHASERS  OF  Pi's 
IN  EUROPE 

★  HELPFUL  ADVICE  GIVEN  TO  UPDATE  THE 
PHARMACIST 

★  COMPETITIVE  PRICES  AND  REGULAR  MONTHLY 
OFFERS 

★  MEMBER  OF  THE  ASSOCIATION  OF 
PHARMACEUTICAL  IMPORTERS 

FOR  ANY  ADVICE,  QUERIES,  FORWARD  PLANNING,  QUOTES  OR  A  PRICE 
LIST  CONTACT:  MERVYN  GREEN  MPS 


fgURIMPHARM  LTD 


UNIT  A6,  83  COPERS  COPE  ROAD, 
BECKENHAM,  KENT,  BR31NR 
TELEPHONE:  01-658  2255 
TELEX:  263832;   FAX:  01-658  8680 


To  advertise  on  these  pages  contact 
Melanie  Marshall  on  0732  364422. 
Ext.  472. 


THEFIL 

DAVE  ROTHWELL 


DISC 

126x24 

110x24 

E180  VIDEOTAPE 


25p 
25p 
FROM  50p 
£1.75 


ROLL  PAPER  FOR  MINILABS  SUPPLIED 
POLAROID,  KODAK,  FUJI,  AGFA  ALL  AT 
GOOD  DISCOUNTS.  GOOD  PRICES  FOR 
COLOUR  SHEET  PAPER. 

D.V.  ROTHWELL  LTD 

138  Westmoreland  Ayenue,  Blackpool  FY  1 5QW.  Telephone: 
0253  697094  Carphone:  0836  6 140 18 
Fax:  0253  66615  ALL  PRICES  +  VA  T 


STOCK  WANTED 


JERSEY 

Medical/Toiletries  wholesaler  requires  agencies  in  low 
to  middle  range  essentials,  also  clearance  lines  and 
specials. 

Contact: 

DPP  Services,  PO  Box  206,  Jersey 
Channel  Islands 


TENDERS 


»c  .-«<=> 0 


»2 
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T  PEOPLE 


Kickii 


Paul  Singh  Gill,  Coventry's  high 
flying  pharmacist,  recently 
celebrated  a  third  place  in  the 
national  taikwondo  championships 
held  in  Dundee. 

Youngsters  at  the  Keresley 
End  Taikwondo  Club  receive 
regular  coaching  sessions  from 
Paul,  of  Flemmings  Chemist, 
Rathbone  Close,  who  is  a  talented 


third  place 

second  dan  black  belt  in  the  martial 
art. 

Paul  has  been  a  martial  arts 
exponent  for  12  years,  and 
recently  coached  a  team  of  25 
youngsters  from  the  Keresley 
club  for  a  sponsored  taikwondo 
demonstration  during  the  local 
Keresley  End  carnival  in  order  to 
raise  funds  for  the  RSPCA. 


The  annual  Unichem/Colgate  pharmacist  golfer  of  the  year  final,  held 
at  Hawkstone  Park  recently,  was  won  by  proprietor  pharmacist  Bob 
Taylor  of  Burnley.  He  was  one  of  13  newcomers  to  the  final,  and  is 
secretary  of  the  Manchester  Chemist  Golfing  Society.  Other  major 
prizes  were  awarded  to  Eric  Goodwin  of  Liverpool,  David  Caplan  of 
Manchester;  and  Mark  Howells  of  Southend 


ADVERTISEMENT 


SUN  &  SNOW 

HOLIDAY 
COMPETITION 
WINNER  NO  3 


MS.  C  MACKENZIE 
OF  BROWNS 
CHEMIST  ALBERTA 
PI.  EAST  KILBRIDE 
RECEIVING  HER 
PRIZE  FROM 
A  H  ROBINS 
REPRESENTATIVE, 
NEIL  WILSON. 


Thoughts... 


Pharmaceutical  philosophers 
wishing  to  come  to  terms  with 
their  profession  and  the  current 
changes  in  the  provision  of 
healthcare  could  find  food  for 
thought  in  the  latest  publication 
from  Eric  Jensen,  author  of 
C&D 's  "Back  to  Basics"  series. 

The  pharmacist's  freedom  is 
increasingly  under  threat, 
proposes  Mr  Jensen,  who  argues 
that  the  profession  has  yet  to  fulfill 
its  true  potential.  He  castigates 


the  '  'silent  majority"  who  seem  to 
accept  events  and  trends  without 
demur  or  protest. 

The  book  is  described  as 
"controversial  with  non- 
establishment  views". 

"Pharmacy:  freedom  or 
slavery?  Facts,  opinions, 
philosophy".  Paperback  pp64 
£4.95  (inc  p&p  —  £1  extra  for 
overseas  orders)  direct  from  E. 
Jensen,  6  Attree  Drive,  Queen's 
Park,  Brighton  BN2  2HN. 


APPOINTMENTS 


Fifth  generation  joins  Kerfoot 


Kerfoot  Pharmaceuticals,  with 
their  beginnings  in  Cooke's 
Pharmacy,  Manchester,  in  1797, 
will  be  joined  by  the  fifth 
generation  of  the  Kerfoot  family  in 
November. 

Matthew  Kerfoot  returns 
from  the  USA  where  he  gained  a 
BSc  in  business  administration  and 
worked  for  the  packaging  division 
of  Markem.  He  will  be  taking  up  an 
appointment  with  the  company's 
sales  force  in  the  South  West. 

Leigh    Kerfoot,  present 


Leigh  H.  Kerfoot  (left),  chairman 
of  Kerfoot  Pharmaceuticals  is  to 
welcome  his  son,  Matthew  to  the 
company  as  a  sales  representative 
in  the  South  West 


chairman,  says:  "I  am  delighted 
that  Matthew  is  joining  our  sales 
force.  His  experience  in  the  USA 
will  be  invaluable  to  him. ' ' 


New  Savory  & 
Moore  top 
chemist 

Macarthy  pic  have  promoted 
Trevor  Williams  to  super- 
intendent phamacist  of  the  Savory 
&  Moore  chain,  following  the 
departure  of  Gerry  Green  in 
September. 

Macarthy  chief  executive  Ian 
Parsons  told  C&D  this  week  that 
Mr  Williams  will  maintain  "the 
highest  possible  standards  of 
professionalism",  and  provide  an 
"informed  and  knowledgeable" 
opinion.  Mr  Parsons  says 
Macarthy  are  determined  to  have 
a  stronger  voice. 

Jaycare  Ltd  have  made  three  new 
appointments  at  their  recently 
acquired  manufacturing  unit  at 
North  Shields.  Tim  Sheldon  joins 
as  business  development 
executive,  David  Dahl-Jensen  as 
administration  supervisor  and 
Mark  Stay  as  technical  sales 
representative. 


Typesetting  and  graphics  by  Magset  Ltd,  Sidcup,  Kent.  Printed  by  Riverside  Press  Ltd.  Whitstable.  Kent.  Published  by  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  21/19/24s  Contents  ©  Benn  Publications  Ltd  1989.  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in, 
any  form  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications.  Benn  Publications  Ltd  may  pass  suitable  reader  addresses  to  other  relevant 
suppliers.  If  you  do  not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Fraser  Murdoch,  Benn  Publications  Limited,  Sovereign  Way,  Tonbridge.  Kent  TN9  1RW. 


686 


CHEMIST  &  DRUGGIST  21  OCTOBER  1989 


This  winter  your  customers  will  open  wide  for  Strepsils. 

ice?  -  - '        -    ...  -    -  ,   *  '  \z  \~;  ."in  - 

§  Strepsils  j   j  Strepsils    j  Strepsils 

Hl       "Ongnat  flavour  "  ?         with  Vitamin  CtDQmg  ■§  with  Honey  &  Lemon 


Silvikrin,  the  No.  1  brand  in 
haircare*,  has  always  sold  fast. 
Now  we  plan  to  sell  faster  than 
ever.  With  an  exciting  Calendar 
Competition  for  all  your 
customers. 

It  starts  with  a  great  free  offer 
-the  beautiful  Silvikrin  Loving 
Feeling  Calendar. 

I  nside  are  12  romantic 
weekends  to  be  won.  One  every 
month.  And  every  entry  means  an 
extra  Silvikrin  sale! 

All  this  plus  bright  new 
packs,  extra  values  and  £3  million 
on  TV  too! 

Stock  Up  Now! 


'Source:  AGB 


Just  send  this  page  together  with  your  name  and  address  (BLOCK  CAPITALS  PLEASE)  plus  2  traded  unit  bar  code 
labels  from  any  2  cases  from  the  Silvikrin  range.  Post  to:  Silvikrin  Trade  Offer,  RO.  Box  3,  DISS,  Norfolk  IP22  3HH. 
Offer  available  UK  only  and  closes  31.1.90.  Please  allow  28  days  for  delivery. 


i 


BABYCAR 


A  CHEMIST  &  DRUGGIST  SUPPLEMENT 


UP 


YOUR 


BABY 
FOODS. 


Milupa  is  the  brand  leader  in  infant  savouries  with  over  50% 
market  share  in  chemists*  We  maintain  our  No.  1  position 
because  we  always  keep  abreast  of  consumer  needs.  That's 
why  we're  now  responding  to  the  growing  demand  for  savoury 
foods  by  launching  our  first  Infant  Meat  Dinners. 

There  are  two  beef  and  two  chicken  dinners  available, 


milupa    /  '™* 

tent  Dinner  IftillMp® 
*w.n™.«>w™«.       Inlarri  Dinner 


savoury  Farmhouse  Beef  and  tempting  Braised  Steak,  delicate 
Country  Chicken  and  satisfying  Golden  Chicken.  And  as  you'd 
expect  from  Milupa,  they're  all  delicious  because  they  contain 
only  top  quality  ingredients. 

We're  promoting  the  launch  extensively  in  the  consumer 
and  paramedic  press  with  new  advertising  based  on  our 
successful  'Little  Experts'  campaign.  We're  also  distributing 
over  a  million  free  samples  to  generate  trial.  And  to  maximise 
your  sales  and  profits  we've  produced  eye-catching  point-of- 
sale  material. 

So  order  your  stocks  of  all  4  varieties  now.  After  all,  it's  a 
perfect  opportunity  to  put  more  meat  on  the  bones  of  your 
babyfood  sales. 

'Independent  Research  Data,  1989. 


milupa 

Milupa  babyfoods.  The  one 
taste  little  experts  agree  on. 


See  your  representative  or  ring  our  Sales  Department  on  01-57  3  9966  Milupa  Ltd.  .Milupa  House,  Uxbridge  Road,  Hiihngdon,  Uxbndge,  Middlesex  UB10  ONE 


But. . . 

MORE 

ads  than  ever  before  -  all  in  full  colour  in 
Woman  s  Own,  Family  Circle,  Essentials, 
Prima,  etc,  -  giving 

MORE 

coverage  than  ever  before  -  77%  of  all 
young  mums  will  have  the  opportunity  to 
see  a  Medised  ad  nor  just  once  but  at 
least  seven  times,  which  means 

MORE 

support  for  you,  more  reason  to 
display  Medised  point  of  sale 
material  on  your  counters,  shelves 
and  in  your  windows.  More  profits 
when  you 

ORDER  MORE 
MEDISED 

-  because,  Panpharma  also  supports 
you  with  very  rewarding  bonuses. 
Contact  your  Panpharma  representative 
or  phone  01  561  8774  now! 
Need  we  say  more? 


Medised 

Soothing  pain  relief 

Gently  reduces  temperature; 
relieves  toothache,  headache, 
sore  throat, feverish  colds  &flu. 


Panpharma  Limited 
Hayes,  Middlesex,  UB4  OJN 


Medised 


reliei 


FOR  CHILDREN  3  MONTHS-12  YEARS 


CONTENTS 

A  CHEMIST  &  DRUGGIST  SUPPLEMENT 


Heart  to  heart  4 

A  guide  to  the  treatment  of  congenital  heart  disease 

Fads  in  foods  6 

What's  happening  in  babymeals 

Recovering  from  crisis  12 

Coping  with  the  aftermath  of  food  contamination 

Hold  on  to  your  sales  14 

Make  the  most  of  your  assets  in  competitive  markets 

Chemists  grow  share  in  milks  18 

Boost  from  bouyant  birthrate 

Check  your  progress  21 

With  help  from  Nielsen  statistics 

Baby  feeding  equipment  22 

New  companies,  new  designs 

A  year  of  innovation  26 

Improvements  in  disposables 

Through  thin  to  thick  28 

Trends  in  the  babywipes  sector 

Products  and  promotions  29 

The  latest  marketing  news 


Stops  the 
baby  crying  and 
usually  -  instantly. 

Yes  -  it  REALLY  does.  Believe  it.  because  hospital  after 
hospital  have  all  come  up  with  the  same  successful  findings 
-  BabyShh  really  works  and  they  recommend  it.  89%  of  the 
babies  stopped  crying 


Consultant  Paediatrician, 
Northwick  Park  Hospital, 
Harrow 


old  890/0    nnnpJ         ^  °'d  t0  ten  m°™hs 

quiet  If ^  7 ' % 

asleep  ■  ■  "d  5t°pped  so%  a/so  fe/l 


"The  ludqement  of  the  effectiveness  is  best 
provided  by  our  neonatal  nurses  who  have  been 
making  frequent  use  of  the  shell  They  came  to 
the  UNANIMOUSconclusion  that  the  application 
of  the  she^aTadear  calming  effect  on  the  babies, 
and  thus  they  like  using  it  on  restless  babies  who 
are  not  screaming  for  other  reasons 


Head  Physician, 
Hansestadt  Hospital 
Hamburg,  Germany 


Staff  Midwife 
York  District 
Hospital 


bv  rhP  cf^H  oeneved.  It  is  in  constant  demand 
by  the  staff,  especially  at  night  when  all  else 


Will  NOT  affect  the  baby's  genuine  cry  for  help  when 
the  baby  is  hungry,  cold,  wet  or  in  pain. 

Manufactured  by  Ameda  Switzerland,  a  leading  supplier 
of  products  for  the  nursing  mother  and  infant,  BabyShh  was 
developed  with  the  help  of  paediatricians  It  can  be 
introduced  at  any  time  during  the  long  effective  period  of  8 
months.  At  the  touch  of  a  finger  BabyShh  emits  "white'' 
(patternless)  sound,  like  that  of  rustling  leaves  or  distant 
waterfalls  which  de-stimulates  and  thus  soothes  the  crying 
infant.  The  effect  of  the  sound  Shhh...  is  after  all,  well  known. 

This  small  portable  unit  is  self  contained  and  is  supplied 
complete  with  a  long  lasting  battery 


STOCKISTS  REQUIRED  FOR 
THIS  EXCITING  NEW  PRODUCT 


Baby- 
Mine 


To  Egnell  Ameda  Ltd,  FREEPOST  (BS6462), 
Taunton,  Somerset  TAI  I  BR  Tel  (0823)336362 
Please  send  further  information  on  your 
urns  and  Babies   full  product  range  □  Please  ask  your  sales 
representative  to  call  □ 


Company 


Address 
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Heart  to  heart 

Congenital  heart  disease  causes  distress  for  infants  and  parents  and 
can  be  a  headache  for  pharmacists  faced  with  prescriptions  for  "adult 
medicines",  with  little  or  no  guidance  on  formulation  and  dosaga 


Structural  abnormalities  of  the 
heart  are  relatively  common, 
affecting  eight  in  1 ,000  babies  and 
accounting  for  around  25  per  cent 
of  all  developmental 
abnormalities. 

The  four-chambered  foetal 
heart  is  formed  by  the  fusion  of 
two  muscular  tubes,  starting 
about  the  fourth  week  of 
pregnancy.  Considering  the 
complexities  of  the  cardiac 


The  foetal  circulation 
Before  birth 


Blood  flow 
through  ductus 
arteriosus 


Blood  flow 
through 


Afterbirth 


To  body 

tISSUCS 


system,  it  is  easy  to  see  how 
something  can  go  wrong. 

Any  abnormality  that  occurs 
during  this  vital  development 
penod,  will  lead  to  one  or  more 
disorders  at  birth.  Defects  can 
result  from  chromosomal 
aberrations,  as  in  Down's 
syndrome,  or  environmental 
causes  such  as  drugs  or  infection 
and  radiation. 

Diabetes  and  systemic  lupus 
erythematosus  are  two  diseases 
occuring  in  mothers  that  can  result 
in  heart  abnormalities.  Drugs  that 
have  been  implicated  with  the 
formation  of  heart  lesions  in  the 
foetus  include  thalidomide, 
antimetabolites  and  steroids.  The 
risk  of  congenital  heart  disease 
increases  if  there  is  a  family 
history,  from  about  1:120  to  1:20. 

Circulation  changes  at  birth 

After  birth,  the  lungs  play  a  major 
role  in  blood-gas  exchange,  but  the 
foetal  lung  is  airless,  with  the 
placenta  carrying  out  the  exchange 
function. 

Two  by-passes  allow  foetal 
blood  to  circulate  without  entering 
the  lungs,  the  foramen  ovale  and 
the  ductus  arteriosus. 

The  foramen  ovale  diverts 
oxygenated  blood,  chanelled  from 
the  placenta  along  the  umbilical 
vein,  into  the  left  atrium  from  the 
right  atrium.  Deoxygenated  blood, 
which  after  birth  would  pass 
through  the  lungs,  is  shunted 
through  the  pulmonary  artery  into 
the  aorta. 

Baby's  first  breath  of  air  at 
birth  causes  the  lungs  to  expand 
and  the  pulmonary  blood  vessels  to 
open.  Resistance  to  blood  flow  in 
the  pulmonary  artery  drops  and 
blood  goes  through  the  lungs 
instead  of  the  ductus  arteriosus 
shunt.  During  the  first  hours  after 
birth,  blood  flows  via  the  aorta  to 
the  pulmonary  artery  through  the 
patent  ductus  arteriosus. 

The  foramen  ovale  begins  to 


close  as  more  blood  from  the  lungs 
enters  the  atrium.  However  if  the 
pressure  in  the  right  atrium  is 
greater  than  that  in  the  left,  the  flap 
may  be  pushed  open  and  a  right  to 
left  shunt  may  develop.  The  ductus 
takes  several  days  to  close  and 
shunts  are  possible  in  either 
direction  until  it  is  closed. 

Common  defects 

Ventricular  septal  defect  (VSD) 

Commonly  known  as  a  hole  in  the 
heart.  The  hole  usually  occurs  in 
the  upper  part  of  the  ventricular 
septum.  A  left  to  right  shunt 
develops,  with  blood  flowing  from 
the  left  ventricle  into  the  right, 
sometimes  in  large  quantities. 
Excess  blood  may  pass  into  the 
lungs.  A  quarter  of  VSDs  gradually 
close  by  themselves.  They  can 
lead  to  severe  congestive  heart 
failure  or  pulmonary  hypertension, 
although  in  most  cases  there  are  no 
serious  effects  —  a  baby  or  a  child 
may  tire  easily  and  have  shortness 
of  breath  on  exertion.  Treatment 
depends  on  age.  Medical 
treatment  of  congestive  heart 
failure  and  the  often  frequent 
respiratory  infections  is  required 
until  the  child  is  around  one  year 
old.  Surgical  correction  using 
heart-lung  bypass  is  carried  out  in 
older  children  who  do  not  respond 
to  medical  treatment  or  whose 
lives  are  seriously  threatened. 
Atrial  septal  defect  (ASD)  A  hole  in  the 
atrial  septum.  Left  to  right  shunt 
with  excess  blood  circulating 
through  the  lungs.  Spontaneous 
closure  of  ASDs  is  rare.  Girls  are 
more  commonly  affected  than 
boys.  Symptoms  and  treatment 
are  similar  to  those  for  VSDs.  If 
the  disorder  is  not  detected  in 
childhood,  pulmonary 
hypertension  may  occur  late  in 
adolescence. 

Coarctation  of  the  aorta  Narrowing  of 
the  aorta  leading  to  outflow 
obstruction  and  reducing  the 
systemic  blood  supply,  especially 


Table  1  Commonly  occurring  heart  defects 

Defect 

%  of  congenital  heart 

disorders 

Ventricular  septal  defect 

31 

Atrial  septal  defect 

11 

Coarctation  of  the  aorta 

9 

Patent  ductus  arteriosus 

8 

Pulmonary  stenosis 

9 

Aortic  stenosis 

6.5 

Fallot's  tetralogy 

6 

Transposition  of  the  great  arteries 

4.6 

to  lower  parts  of  the  body.  May  be 
asymptomatic  or  lead  to 
headaches,  weakness  after 
exercise  and  coldness  of  the 
extremities,  later  in  childhood.  It! 
the  aorta  is  severely  constricted, 
severe  congestive  heart  failure 
occurs  in  infancy. 

Surgery  is  indicated  in  infancy  i] 
congestive  heart  failure  develops 
or  is  carried  out  before  the  age  oi 
five.  The  operation  involves! 
removal  of  the  constriction  ancf; 
rejoining  of  the  aorta. 
Patent  ductus  arteriosus  As  mentioned 
earlier,  the  ductus  arteriosus^ 
shunts  blood  into  the  aorta.  It  is  cj 
large  artery  with  muscular  walls; 
which  constrict  after  birth  ancj; 
closes  anatomically  over  the  nexa 
few  weeks.  In  premature  infants 
especially  those  with  respiratory 
distress  syndrome,  the  duct  may! 
persist  after  birth.  Prostaglandins; 
of  the  E  series  play  a  large  part  irl 
ductus  dilatation  and  levels  are 
markedly  elevated  in  the  foetus 
This  is  why  administration  oj 
prostaglandin  inhibitors  like  aspirirl 
and  nonsteroidal  anti-inflammatory 
drugs  is  contra-indicated  in  thd 
third  trimester  of  pregnancy: 
Premature  closure  of  the  ductus 
can  lead  to  pulmonarv 
hypertension  after  birth. 

Effects  depend  on  the  size  oj 
the  shunt  and  include  shortness  oj 
breath  on  exertion,  frequents 
respiratory  infections  and 
cyanosis.  Treatment  is  usually 
symptomatic  involving  decreasing 
the  size  of  the  shunt  ancf 
preventing  pulmonary  oedema 
Fluid  intake  may  be  restricted  anci 
diuretics  may  be  used.  If  the  shunu 
remains  large  and  respiratior 
worsens  then  ductal  closure  is 
carried  out.  Indomethacin  may  be; 
given  intravenously  but  it  is 
contraindicated  where  there  is 
renal  impairment,  jaundice  01 
thrombocytopenia.  Indomethacir 
is  of  most  use  in  the  first  fortnight 
after  birth.  In  older  children  or  ir 
mild  cases  where  a  PDA  is  not 
diagnosed  at  birth  but  is  picked  up 
later  on,  the  ductus  is  surgically 
ligated. 

Pulmonary  stenosis  Narrowing  of  the 
pulmonary  valve,  or  more  rarely 
the  pulmonary  artery  or  the  uppei 
right  ventricle,  reducing  the  flow  ol 
blood  to  the  lungs.  In  infants  and 
children  it  may  cause  cyanosis 
shortness  of  breath  on  exertion 
and  tiring.  More  seriously  it  can 
give  rise  to  congestive  heart  failure 
or  sudden  death.  For  moderate  to 
severe  outflow  obstruction 
surgery  is  necessary  to  relieve  or 
remove  constriction. 
Aortic  stenosis  Narrowing  of  the 
aortic  valve  and  or  the  aorta, 
restricting  systemic  blood  flow 
Congenita]  aortic  stenosis  is  usually 
restricted  to  boys.  It  can  result  in 
severe  congestive  heart  failure  and 
cyanosis.  Children  may  suffer 
shortness  of  breath,  chest  pains 
and  blackouts  and,  rarely,  sudden 
death.  Surgery  is  carried  out  in 
older  children  or  if  congestive  heart 
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failure  develops,  to  remove  or 
relieve  obstruction. 
Fallot's  tetralogy  Four  abnormalities 
occur  together  —  right  ventricular 
hypertrophy,  narrowed  pulmonary 
valve,  hole  in  the  upper  ventricular 
septum  and  a  displacement  of  the 
aorta  to  the  right.  Fallot's  tetralogy 
causes  cyanosis,  clubbing  of  the 
fingers  and  toes  and 
underdevelopment  from  birth. 
Surgery  is  usually  palliative  in 
younger  children  with  shunts  being 
constructed  between  pulmonary 
and  systemic  circulation. 
Corrective  surgery,  using  heart- 
lung  bypass,  for  all  abnormalities  is 
carried  out  after  the  age  of  one, 
usually  when  children  are  2  to  4 
years  old. 

Transposition  of  the  great  arteries  The 

aorta  and  pulmonary  arteries  are 
transposed  and  oxygenated  blood 
from  the  lungs  goes  through  the 
pulmonary  artery  back  to  the  lungs 
instead  of  through  the  aorta  and 
into  the  systemic  circulation.  This 
disorder  causes  profound  cyanosis 
and  hypoxia  early  in  life.  There  is 
usually  a  hole  in  the  atrial  septum, 
which  can  be  surgically  enlarged  to 
increase  mixing  of  venous  and 
arterial  blood.  A  second  operation 
is  carried  out  around  3-6  months  to 
correct  the  transposition. 
Pulmonary  venous  blood  is 
directed  across  the  tricuspid  valve 
into  the  right  ventricle  and  aorta. 
Blood  from  the  superior  and 
inferior  vena  cavae  is  directed 


across  the  mitral  valve  into  the  left 
ventricle  and  pulmonary  artery. 

Medical  treatment 

Diagnostic  methods  include  the 
use  of  X-rays,  electro- 
cardiography, echocardiography 
and  cardiac  catheterisation  (flexible 
catheter  used  to  measure 
pressures  and  blood-gas  levels  and 
explore  heart  structure). 

The  majority  of  abnormalities 
are  picked  up  at  birth  and  a  very 
small  percentage  are  detected 
once  babies  grow  up,  says  Dr 
Qureshi,  consultant  paediatric 
cardiologist,  at  Guy's  Hospital  in 
London. 

As  Dr  Qureshi  explains,  the 
mainstay  of  drug  treatment  is  the 
relief  of  congestive  heart  failure: 
"A  few  years  ago  the  main  drugs 
used  were  digoxin  and  frusemide. 
Nowadays  in  cases  where  heart 
failure  results  from  a  left  to  nght 


shunt  captopril  is  used,  in 
combination  with  digoxin  and 
frusemide."  Captopril  lowers 
peripheral  vascular  resistance  and 
the  left  to  right  shunt  should  be 
reduced,  he  adds.  Other  agents 
used  to  treat  cardiac  problems  in 
children  include  propranolol  for 
cyanotic  spells  of  Fallot's  tetralogy 
(see  table  2). 

Community  pharmacists  often 
face  a  number  of  problems  when 
presented  with  a  prescription  for  a 
medicine  initiated  under  hospital 
care.  "Continuity  of  treatment  and 
getting  the  right  dosages  and 
strength  are  important,"  says  Dr 
Qureshi. 

Pharmacists'  problems  are 
compounded  because  often  these 
medicines  are  not  recommended 
for  use  in  children  and  it  is  difficult 
to  ascertain  the  correct  dosage. 
Unlike  conditions  like  epilepsy, 
clear  guidelines  for  therapy  in 
children  are  not  established,  and 


the  right  dosage  form  can  be  hard 
to  come  by.  Getting  the  correct 
strength  of  a  liquid  preparation  is 
especially  important  when  a  cliild  is 
fluid  restricted. 

Amanda  Oldroyd,  staff 
pharmacist  in  paediatrics  at  Guy's 
Hospital,  advises  pharmacists  to 
liaise  with  their  local  hospital 
pharmacy  when  faced  with  a 
problem  prescription. 

At  Guy's  a  letter  is  despatched 
to  GPs  and  pharmacists  outlining 
various  sources  of  unusual 
formulations.  She  emphasises  the 
importance  of  correct  strengths 
and  encourages  the  use  of 
paediatric  oral  syringes  for 
volumes  less  than  5ml. 

Some  companies  do  make  low 
strength  tablets  which  are 
obtainable  on  a  named  patient 
basis,  eg  E.R.  Squibb  can  supply 
captopril  2mg  tablets.  Leeds-based 
'  RP  Drugs  specialise  in  oral  liquid 
pharmaceuticals.  The  company 
aims  to  "fill  the  gap"  by  offering 
hospital  and  community 
pharmacists  a  "specials"  service. 
Preparations  made  by  RP  Drugs 
include: 

Frusemide  20,  40  and  50mg 
Propranolol  5,  10,  40  and  50mg 
Spironolactone  5, 10,  25  and  50mg 
All  strengths  are  in  a  5ml 
volume  and  have  a  six  month  shelf 
life.  "These  are  our  standard 
preparations  but  we  will  consider 
other  strengths,"  says  Mr  Blyth, 
UK  sales  manager. 


Table  2  Drugs  used  in  paediatric  cardiology 

Drug 

Dosage 

Captopril 

Initially  lOOmicrogram/kg/tds  up  to  a  maximum 

of  lmg/kg/tds 

Digoxin 

5microgram/kg  twice  daily  adjusted  according  to 

blood  levels 

Frusemide 

l-3mg/kg/day  in  1-3  divided  doses 

Propranolol 

(Fallot's  tetralogy)  lmg/kg  3-4  times  daily 

Spironolactone 

1.5-3mg/kg/day  in  1-2  divided  doses 

From  Paediatric  Formulary,  Lewisham  and  North  Southwark 

Health  Authority 

For  proof  that  'S  avion'  Nappy  Raj  I?  Cream 
really  works,  look  at  the  bottom. 
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Fads  in  foods  —  C&D  analyses 

the  trends 

This  year  began  as  a  good  one  for  the  babyfood  market  in  both  sterling  and  volume 
terms.  All  sectors  were  showing  healthy  increases  in  sales  year  on  year,  reflecting  the 
buoyant  birth  rate  and  demand  for  convenience  foods  as  more  mothers  go  out  to  work 
and  trends  in  adult  foods  are  passed  on  to  the  babyfood  market. 

account  for  17.6  per  cent, 
savouries  (dinners  and  teas)  which 
account  for  47.8  per  cent,  desserts 
31.3  per  cent  and  first  weaning 
foods  3.3  per  cent,  according  to 
Milupa.  The  savoury  sector  has 
grown  by  18  per  cent  over  the  last 
year.  Almost  two-thirds  of  these 
sales  are  infant  savouries,  which 
reinforces  the  theory  that, 
although  mothers  are  content  to 
make  their  own  food  for  '  'junior' ' , 
they  still  rely  on  commercial 
babyfoods  for  younger  babies. 


fen  •« 

-% 

'  Ten  out  often  'for  Milupa? 

Heinz  say  the  total  babyfood 
market  is  worth  £200m,  made  up 
of  milks  (£80m),  rusks  (£13m), 
drinks  (£18m)  and  meals  (£90m). 

Cow  &  Gate  claim  to  have 
been  the  major  force  in  1988.  In 
their  1989  Market  Review  they 
estimated  their  contribution  to  the 
total  market  was  £57m,  Wyeth's 
£37m,  Heinz  £30m,  Milupa  £24m, 
Farley  £17m  and  Robinsons 
£14m. 

In  terms  of  packs  sold,  Heinz 
dominate  the  meals  sector  with  a 
56  per  cent  share.  The  greatest 
influence  on  this  sector  this  year 
has  been  the  tampering 
controversy  (see  pl2), 
particularly  in  its  effect  on  "dry" 
v.  "wet"  sales. 

Contamination  scares 

Before  the  contamination  scares, 
wet  foods  accounted  for  65  per 
cent  sterling  share  of  the  total 
market  and  54  per  cent  in 
pharmacies  (excluding  Boots) 
according  to  figures  from  Milupa. 
By  May /June,  wet  foods  had 
dropped  to  54  per  cent  of  the  total 
market  and  45  per  cent  through 
pharmacies. 

Robinsons  say  that  in  terms  of 
meals  eaten,  the  split  is  now  60:40 
in  favour  of  dry  meals.  Both  types 
offer  different  benefits.  While  the 
wet  brands  offer  the  convenience 
of  a  ready-to-eat  meal,  the  selling 
point  of  dry  foods  is  their  flexibility. 
Mothers  can  make  up  as  much  as 
the  baby  needs  and  safely  save  the 
rest.  And  dry  foods  are  about  2.7 
times  cheaper  per  serving,  say 
Robinsons. 


The  1989  Farley  report, 
published  in  July  and  entitled 
'  'Having  a  baby  —  is  it  worth  it? " , 
found  that  baby  rice  has  become 
more  popular  since  last  year  and  48 
per  cent  of  babies  under  six 
months  are  now  fed  this  as  a  first 
solid.  Rusks  are  the  second  most 
popular  first  baby  food.  During  the 
weaning  period,  packet  food  was 
the  most  popular  and  was  used  by 
75  per  cent  of  mothers,  while  just 
over  half  used  jars  and  39  per  cent 
tins.  By  the  age  of  five  months, 
social  class  differences  disappear 
and  most  mothers  feed  their  babies 
home-prepared  foods.  This  survey 
of  400  mothers  with  babies  up  to 
18  months  was  carried  out  by 
Gallup  against  a  background  of  food 
tampering. 

The  meals  market  can  be 
divided  into  three  main  sectors  — 
breakfasts,  which  in  pharmacies 


Healthier  eating  ahead 

The  company  says  the  trend 
towards  healthy  eating  and  good 
nutrition  are  reflected  in  the 
babyfoods  demanded  —  balanced 
nourishment  without  artificial 
colourings,  flavourings  or 
preservatives.  Heightened 
awareness  of  food-related  diseases 
and  food  scares  have  strengthened 
the  public's  desire  for  nutritional 
information  and  safety  standards. 
Milupa's  quality  control 
procedures  include  screening  of 
raw  materials  for  pesticides  and 
heavy  metals  and,  as  with  other 
companies,  they  have  a  consumer 
advisory  service  to  answer 
nutritional  queries. 

Trends  in  medical  opinion  also 
influence  patterns  in  infant 
nutrition,  which  is  why  the 
company  offers  a  gluten-free 
range,  and  all  products  are  egg- 
free  with  no  added  salt,  a  low  sugar 
content  and  no  artificial  additives. 

The  1989  Farley  Report  found 
that  sugar  was  the  main  ingredient 
mothers  tried  to  avoid  when 
buying  food  for  their  baby.  This  is 
especially  true  of  the  middle 
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Time  for  Farley's  Breakfast  Timers 
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classes,  three-quarters  of  whom 
say  they  avoid  sugar.  A  "sizeable 
minority"  also  avoid  additives, 
salt,  colourants  and  preservatives, 
and  again  ABC  Is  are  more  active 
in  this  respect  than  the  C2DEs. 
One  in  four  AB  mothers  are 
anxious  to  avoid  gluten. 


Milupa  are  putting  £3/im  behind 
the  launch  of  their  infant  meat 
dinners  (C&D,  October  7).  The 
two  beef  and  two  chicken  varieties 
will  be  backed  by  a  new  consumer 
Press  campaign  based  on  the 
"little  experts"  theme,  starting  in 
November  issues,  and  over  1 
million  samples  will  be  distributed. 

There  will  be  a  window  display 
competition  for  pharmacies  and 
competitions  for  assistants, 
together  with  new  POS  and 
promotional  leaflets  giving  20p  off. 
Trade  deals  across  the  whole 
infant  food  range  are  available 
from  major  wholesalers  in 
November. 

Farley's  Breakfast  Timers 
continue  to  grow  and  claim  over 
35  per  cent  volume  share  of  the 
baby  food  cereal  market. 

"Our  research  has  shown  that 
parents  are  keen  to  give  their 
children  adult-like  foods  early  on, 
so  the  flavours  were  designed  to 
reflect  adult  tastes  while  being 
formulated  for  babies'  nutritional 
needs,"  says  Stephen  Martin. 
"And  segmentation  into  specific 
meals  has  overcome  the  confusion 
about  what  to  give  babies  when. ' ' 

Regional  television  advertising 
of  Breakfast  Timers  and  rusks 
restarted  this  month  and  there  will 
be  a  further  burst  early  next  year. 
A  Christmas  promotion  on 
Breakfast  Timers  offers 
Kiddicraft  toys  at  reduced  prices 
(C&D,  September  30). 

Farex  is  being  supported  by 
advertising  in  the  baby  annuals  and 
detailing  to  health  visitors  and 
other  recommenders. 

There  are  further  plans  to 
strengthen  and  increase  the  rate 
of  expansion  of  Farley's  baby 
foods  next  year.  "We  have 
identified  what  the  consumer  still 
wants  and  will  introduce  products 
to  meet  their  growing 
sophistication, ' '  says  Mr  Martin. 

Robinsons'  hedgehog 
character  is  the  focus  of  their 
latest  promotion  —  the  Spikey 
Collection  Line  -  -  in  which 
mothers  who  dial  0603  672000  can 
hear  Spikey  telling  them  about  his 
latest  gift  offer,  free  with  proofs  of 
purchase.  "The  response  to  this 
scheme  has  exceeded  our 
greatest  expectations  and  is 
proving  to  be  an  excellent 
customer-loyalty  building 
exercise, ' '  says  Deborah  Wilson, 
product  group  manager.  Spikey 
will  also  be  used  in  a  variety  of 
events  aimed  at  building  brand 
awareness. 

Other  support  includes  year- 
round  advertising  on  TV-am, 


advertising  in  the  mother  and  baby 
Press,  and  sampling  via  clinics, 
the  Bounty  post  natal  bag  and  the 
Bounty  weaning  box.  The 
company  will  also  be  distributing 
its  Early  Days  magazine  to  over  80 
per  cent  of  new  mothers. 

Robinsons  Baby  Foods  have  a 
team  of  "highly  trained"  health 
visitors  to  visit  clinics  and  offer 
advice  on  feeding  with  the 
company's  products. 

Heinz'  programme  of  baby 
food  promotions  includes  the 
' '  Feed  baby  free ' '  scheme ,  now  in 
its  fourth  year,  "Thank  goodness 
for  Heinz",  a  money-off  coupon 
offer  and  "Happy  ever  after",  a 
new  on-pack  game  offering 
vouchers  and  cash  prizes  up  to 
£1,000.  A  weaning  chart 
distributed  in  the  Bounty  post 
natal  pack  features  money-off 
vouchers,  and  a  team  of  service 
advisors  gives  technical  support  to 
clinics  and  medical  professionals 
such  as  health  visitors. 

Bebelac  (UK)  Ltd  will  be 
launching  new  savouries  into  the 
dry  foods  sector  next  month. 

The  three  sugar-free,  gluten 
free  varieties  contain  no  artificial 
colourings  or  flavourings.  They 
are  —  garden  vegetable  casserole 
(cauliflower,  carrots,  leeks  and 
celery),  savoury  vegetable  dinner 
(cabbage,  carrots,  peas  and 
celery)  and  mixed  vegetable  hot 
pot  (cauliflower,  watercress, 
green  beans  and  parsley). 

The  company  recently 
launched  Bebecalm  herbal  drink 
and  Rizini  rice  flour  weaning 
cereal,  both  free  from  artificial 
additives,  lactose  and  gluten 
(C&D,  September  30). 

A  new  campaign  for  Bebelac 


foods  starts  in  the  new  year,  using 
radio  and  the  mother  and  baby 
Press,  together  with  the  Bounty 
bag. 

Farley's  in  all  sectors? 

Over  the  long  term,  Crookes 
Healthcare  intend  to  become  a 
dominant  force  in  every  sector  of 
the  baby  food  market. 

'  'We  will  concentrate  on  all  dry 
food  areas  and,  in  due  course, 
other  developed  sectors  are  a 
possibility,"  says  Stephen 
Martin,  group  product  manager  of 
Farley's  rusks  and  cereals.  "No 
single  manufacturer  has  a 
presence  in  all  sectors.  We  hope 
that  by  having  good,  innovative 
products  and  marketing  them 
properly  we  can  offer  unique 
selling  points  so  that  pharmacists 
won't  say  'Not  another  baby 
food!'  but  will  realise  they  can 


increase  their  profits  by  stocking 
a  more  innovative  range." 

To  this  end,  the  company  is 
building  a  unit  at  Kendal  for 
manufacturing  new  lines.  Coming 
on  stream  early  next  year,  it  will 
initially  take  over  the  manufacture 
of  Breakfast  Timers  from  the 
Plymouth  factory  which  is  closing 
down. 


Drinks  are  big 

The  most  dynamic  sector  of  the 
babyfoods  market  is  babydrinks. 

Overall  brandleaders  Cow  & 
Gate  say  last  year's  growth  of  19 
per  cent  was  way  above 
expectations  and  the  market 
reached  £18. 3m,  a  figure  which 
Milupa  estimate  will  be  £20m  for 
1989.  Babyfood  sabotage  did  not 
noticeably  affect  sales  in  this 


And  Spikey  comes  too,  for  'junior'  Robinson 
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t  Peaudouce  we  re  continual!} 
looking  for  ways  to  make  our  nappies 
even  better. 

So  now,  as  a  service  to  the  world  all 
babies  will  grow  up  in,  we've  added  a 
special  bio  degradable  plastic  backing. 

And  as  a  part  of  our  service  to  you 
Peaudouce  Ultra  Plus  comes  in  a  range  of 
packs  and  sizes  ideally  suited  to  your  stores. 
We  re  also  organising  an 

eye  -  catching  programme 
of  chemist  promotions. 
No  other  nappy  enjoys 
such  special  backing. 
—Why  stock 

anything  else? 

Contact 
George  Rowe  on 
0952  680044  for 
details  of  your  local 
representative. 


Now  you  dorft 


ULTRA  PLUS 

(PEJWPOUCE) 


w  Ready  tc 


evil  be  buy 


Cow  &  Gate  arc  proud  to  announce 
the  latest  addition  to  our  very  successful 
babymilks  range:  Ready-to-Feed.  In  both 
Premium  and  Plus. 

A  babymilk  that's  ready  made  up  in 
the  bottle.  All  mothers  have  to  do  is  put  on 
a  sterilised  teat  and  locking  ring  and  it's 
ready  to  feed. 

Cow  &  Gate  Ready-to-Feed  is 
perfect  for  those  occasions  when  mothers 
are  out  of  the  house,  for  example,  shopping 
or  visiting  friends. 

It's  perfect  for  packing  in  a  suitcase 
t( )  take  on  holiday  or  a  weekend  trip. 

And  it's  perfect  when  mothers  are 
unable  to  make  up  feeds  themselves  and 
have  to  rely  on  others,  like  babysitters. 

They  love  the  convenience  and  can 


PREMIUM 

1  \ 

I  4 

W"<£MIUM  1 

PREMIUM 

see  endless  opportunities  for  using  Ready- 
to-Feed.  In  research  we  found  it  got  an 
excellent  response. 

In  fact  of  all  the  mothers  we  talked 
t( ),  more  than  70%  were  really  enthusiastic. 
(They  remembered  thinking  what  a  good 
idea  it  was  when  they  first  experienced  it 
in  the  maternity  ward.) 

BREASTMILK  IS  THE  BEST  FOOD  FOR  BABIES  THE  PURPOSE  OF  INFANT  MILK  FORMULA  IS  TO  REPLACE  OR  SUPPLEMENT  BREASTMILK  WHEN  A  MOTHER  CANNOT.  ORCH 


feed 


Which  is  why  we  confidently 
predict,  you'll  be  selling  Cow  &  Gate 
Ready- to-Feed  by  the  case  load.  (Extra 
market  growth  is  forecast  from  ready-to- 
feed  in  a  babymilk  market  that  is  already 
growing  rapidly.) 

There  are  two  sizes:  100  ml  (3.5  fl 
oz)  and  200  ml  (7  fl  oz)  so  they're  ideal 
for  feeding  from  birth  to  weaning  and 


1  beyond. 


And  they  all  come  in  secure  tamper 
evident  packaging. 

The  launch  is  backed  by  continuous 
advertising  support  in  the  baby  annuals 
and  publications  read  by  health  care 
professionals. 

Awareness  will  be  high.  The 
demand  will  be  there. 


Make  sure  you  can  meet  it  by 
getting  in  casefuls  of  Cow  &  Gate  Ready- 
to-Feed  n(  >w. 

For   more   information,  please 


contact: 

Cow  &  Gate  Limited, 
Trowbridge, 
Wiltshire  BA14  8YX. 


The  Babyfeeding  Specialists, 


0  BREASTFEED  THE  COST  OF  INFANT  MILK  FORMULA  SHOULD  BE  CONSIDERED.  AND  MEDICAL  ADVICE  TAKEN.  BEFORE  DECIDING  HOW  TO  FEED  A  BABY 


BABYFOODS 


Recovering  from  crisis 

This  Spring,  babyfood  manufacturers  faced  the  biggest  crisis  the  industry  had  ever 
encountered  —  deliberate  product  sabotage.  C&D  looks  at  how  the  market  is  recovering 
and  what  the  companies  are  doing  to  restore  consumer  confidence 


1 

sector. 

While  ready-to-drinks 
dominate  the  market,  granulated 
herbal  drinks  are  the  fastest 
growing  area.  The  ready-to-drink 
drinks  tend  to  show  the  most 
marked  increase  in  sales  over  the 
Summer  months. 

Milupa  say  the  market  is  very 
much  guided  by  current  trends 
towards  low  sugar,  low  acidity  and 
no  artificial  colourings,  flavourings 
or  preservatives.  There  has  been 
a  decline  in  the  sales  of  syrups  and 
brands  associated  with  high  sugar 
levels,  and  Milupa  claim  to  have 
the  lowest  sugar  content  of 
additive-free  drinks. 

This  year,  Robinsons  are 
investing  heavily  in  babydnnks 
with  the  relaunch  of  the  ready-to- 
serve  juices  range,  the  launch  of 
granulated  babydrinks  and  the 
purchase  of  Delrosa  which  fits  in 
to  the  company's  plan  to  offer  a 
wide  range  of  products  to  cover 
the  whole  baby  juice  market. 

Besides  the  national  TV-am 
campaign,  1  million  samples  of  the 
granulated  drink  will  be 
distributed  and  public  relations 
activity  includes  sampling  in  the 
mother  and  baby  Press. 

Milupa 's  support  programme 
for  the  recently-launched  90g  trial 
size  includes  a  consumer 
promotion  which  runs  to  the  end 
of  November,  offering  a  Thermos 
flask,  tea-towel  or  trainer  cup  with 
proofs  of  purchase.  The 
advertising  campaign  in 
paramedical,  mother  and  baby  and 
some  general  consumer  Press  will 
continue  into  next  year. 


Ribena  in  baby  hunt 

The  hunt  is  on  for  the  1990  Ribena 
baby.  Beecham  Bovril  Brands  are 
inviting  mothers  to  submit  a 
photograph  of  their  baby,  along 
with  two  tokens  from  special  baby 
Ribena  concentrate  promotional 
packs. 

The  winning  baby  will  become 
famous  through  being  featured  on 
over  3  million  baby  Ribena 
concentrate  packs  for  one  year, 
and  will  receive  £500  prize 
money.  All  entrants  will  receive  a 
free  photograph  enlargement 
voucher,  redeemable  on  their 
next  film  processed  at  Truprint. 
The  five  baby  finalists  will  be 
invited  to  London  for  the  final 
judging,  photography  and 
presentation. 

The  competition  starts  in 
November  and  runs  for  5  months. 
Entry  details  can  be  found  on  all 
three  flavours  of  150ml  baby 
Ribena  concentrate. 

In  November,  the 
blackcurrant  ready-to-serve  will 
be  relaunched  to  capitalise  on  the 
dynamic  growth  of  the  ready-to- 
serve  sector.  The  drink  will  be 
packaged  in  a  tamper-proof  250ml 
Tetrapak  with  a  bendy  straw.  The 
new  pack  will  have  a  similar  design 
to  the  concentrate  pack. 


Cow  &  Gate  and  Heinz  were  badly 
hit  by  babyfood  tampering  which 
made  headline  news  in  the  Press 
and  on  television  in  April  and  May. 
But  both  say  sales  have  recovered 
strongly  as  a  result  of  security 
packaging  and  promotional 
activity. 

Cow  &  Gate  believe  the  wet 
babymeals  market  is  recovering 
rapidly  and  is  already  exceeding  75 
per  cent  of  its  former  volume. 
They  predict  their  market  share 
will  be  totally  recovered  by 
mid- 1990. 

The  1989  Farley  Report,  in  a 
survey  of  400  mothers  with 
babies,  found  that  the  food 
contamination  scandals  did  not 
appear  to  have  affected  mothers' 
perceptions  of  baby  food 
manufacturers.  Most  mothers 
cited  reputation  and  personal 
experience  as  the  main  reasons 
for  trusting  manufacturers. 

Cow  &  Gate  sought  to  restore 
consumer  confidence  in  a  variety 
of  ways.  A  personal  letter  sent 
directly  to  250,000  mothers  of 
young  babies  "set  the  record 
straight"  that  deliberate 
contamination  had  not  occurred 
within  the  company's  product  or 
distribution  systems.  The  letter 
also  gave  details  of  the  new 
tamper-evident  packaging. 

Cow  &  Gate  say  this 
information  was  positively 
received  by  mothers  who  have 
continued  to  use  their  well- 
advertised  consumer  advisory 
service,  not  only  for  advice,  but 
also  to  express  their  confidence  in 
the  company  and  the  product. 
Hundreds  of  calls  and  letters  have 
been  received  since  June. 

In  addition,  Cow  &  Gate  have 
maintained  a  heavy  programme  of 
advertising  in  the  parentcare 
Press,  along  with  promotional 
activity,  including  sampling, 
competitions  and  advertorials. 
They  also  wrote  to  over  16,000 
health  visitors  detailing  the  true 
situation  and  the  company's 
action. 

Cow  &  Gate  can  only 
estimate,  at  this  stage,  how  much 
this  exercise  has  cost,  but  it  will 
undoubtedly  run  into  several 
millions  of  pounds. 

"Extraneous  forces  have 
made  this  a  challenging  year  for 
Cow  &  Gate,"  says  managing 
director  Peter  Roebuck. 
"Positive  action  has  shown  a 
steady,  week-by-week  return  to  a 
position  of  market  leadership  in 
the  jar  babymeals  sector.  It  is  our 
intention  to  continue  growing  the 


A  Heinz  baby  ready  to  feed! 

market  into  the  1990s  and  we 
confidently  predict  that,  within  the 
next  12  months,  our  market  share 
will  be  restored  to  pre-June  '89 
levels." 

Heinz  say  their  recently- 
introduced  shrink  sleeving  has 
restored  mothers'  confidence  in 
product  safety  and  an  increased 
advertising,  public  relations  and 
promotional  spend  now  totalling 
£5. 7m  will  further  add  to  overall 
confidence. 

A  strong  marketing 
programme  is  being  launched  this 
Autumn  and  a  good  sales 
performance  is  expected 
throughout  the  rest  of  this  year. 
Again,  they  are  unable  to  disclose 
how  much  the  contamination  crisis 
has  cost  in  terms  of  lost  sales  and 
increased  staff  and  production. 

Mothers  switch  to  'dry' 

As  wet  foods  were  removed  from 
sale  and  mothers  sought 
alternatives,  so  the  demand  for 
dry  babymeals  increased. 
Milupa 's  sterling  share  of  the  total 
market  rose  from  18  per  cent  in 
March/ April  to  nearly  24  per  cent 
in  May/June,  making  them 
number  two  next  to  Heinz  at  that 
time. 

The  grocery  sector  was 
hardest  hit  as  chains  such  as 
Tesco  quickly  removed  wet  foods 
from  sale.  Here,  Milupa 's  share 
rose  from  13  percent  to  nearly  19 
per  cent.  In  pharmacies,  Milupa 
became  brand  leader  with  nearly 
36  per  cent  sterling  share  (39  per 
cent  in  independents). 

According  to  Mrs  Sarah 
Collier,  group  product  manager, 
sales  do  not  appear  to  have 
returned  to  their  pre- April  levels. 


Stephen  Martin,  group  (I 
product  manager  of  Farley's  I 
rusks  and  cereals,  believes  sales  1 
of  wet  foods  are  very  depressed  1 
and  will  take  some  time  to  return  1 
to  their  former  levels. 

Although  Farley's  were  not  I 
affected,  the  contamination  scares  1 
had  an  impact  on  their  business  in  I 
the  sense  that  the  whole  market  I 
was  depressed.  He  says:  "Even  j 
the  rusk  market  —  which  grew  4  I 
per  cent  last  year  —  has  declined 
marginally.  But  dry  foods  have 
picked  up  some  sales  as  a  result  of 
the  concern  about  (and  the  non- 
availability of)  wet  foods." 

Pharmacists  will  see  a  fairly  j 
static      or      disappointing  i 
performance  in  the  baby  food 
market  as  a  whole,  but  will  notice 
different  levels  of  recovery  in 
different  areas,  he  believes.  For 
example,  drinks  are  fairly  buoyant  I 
and  dry  foods  are  selling  better  S 
than  wet. 

"We  think  that  Farley's  rusks, 
which  claim  over  80  per  cent  of 
rusk  sales  through  pharmacies,  | 
will  recover  more  quickly  than  jars  I 
or  tins,  as  rusks  were  not  I 
implicated  in  the  tampering  j 
incidents.  Certainly  there  has  I 
been  a  good  reception  to  the  I 
launch  of  our  orange  variety,  and  I 
our  banana  rusks  are  continuing  to  I 
grow." 

He  believes  that  Crookes  | 
Healthcare's  high  above-and  I 
below-the-line  spend  of  over  £3m  | 
on  television  and  promotional  I 
offers  this  year  has  enabled 
Farley's  rusks  and  cereals  to 
perform  well. 

"So  the  future  is  bright,  : 
despite  the  market  being  down  on 
the   last   six   months,"  he 
concludes. 
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ke  most  families,  we're  intensely  proud  of  our 
iw  arrival.  Incorporating  the  latest  nappy 
chnology,  it  retains  all  the  best  qualities  of  its 
rbears  and  has  many  new  features  of  its  own. 
jr  new  nappy  range  has  a  proper  concern  for 
e  environment,  no  chlorine  in  its  make-up.  The 
;tness  indicator  shows  a  sensitive  nature  and 
e  pulp  is  very  quick  on  the  up-take.  Highly 
isorbent,  in  fact,  and  comfortable  in  any 
impany,  boys  or  girls.  We've  got  a  smart  little 
ickage  here  and  no  mistake.  There's  a  family 
semblance,  whichever  way  you  look  at  it,  and  a 
limpetitive  side,  too.  We  predict  a  secure  future 


NUMARK  CHEMISTS  51  BOREHAM  ROAD.  WARMINSTER,  WILTS  BA12  9JU 
TELEPHONE  (0985) 215555 


ahead  at  a  minimum  20%  P.O.R.,  guaranteed! 
This  is  a  range  born  of  the  very  best  stock. 
There's  really  nothing  to  add! 

•  NEW  UNIQUE  CUSHIONED  WAISTBAND  ON 

ULTRA  DRI  PLUS 
o  100%  ENVIRONMENTALLY  FRIENDLY  PULP 
•  WETNESS  INDICATOR 
:  HIGH  ABSORBENCY 
•  SUITABLE  FOR  BOYS  AND  GIRLS 
o  20%  P.O.R.  ALWAYS  GUARANTEED 
COMPLETE  RANGE 
o  VALUE-FOR-MONEY  CHOICE 
•  COLOUR  CODED  PACKS 

THE  COMPLETE  ANSWER  TO 
CONSUMER  NEEDS 


Hold  on  to  your  sales 

Grocers  are  making  inroads  into  babycare  markets  traditionally  dominated  by  pharmacies. 
Here,  companies  offer  suggestions  on  how  pharmacies  can  recapture  sales. 


There  has  been  a  move  away  from 
pharmacies  in  both  the  rusk  and 
the  cereals  sectors.  Reasons 
identified  by  Farley's  research 
include  the  convenience  of  one- 
stop  shopping  and  the  wider 
choice  available  in  supermarkets. 

"One  of  the  problems  with 
pharmacies  is  not  that  they  don't 
stock  a  large  selection  but  that 
they  have  the  wrong  choice," 
says  Stephen  Martin,  group 
product  manager,  Farley's  rusks 
and  cereals.  '  'They  often  display 
the  poor  sellers  whereas 
supermarkets  identify  the  most 
popular  varieties  and  stock  only 
those." 

"Space  is  fairly  limited  in  a 
pharmacy  so  it  is  imperative  that 
pharmacists  are  more  selective 
about  what  they  stock  and  keep 
their  ranges  under  review.  Date 
stamps  can  help;  dusty  products 
that  are  about  to  go  out  of  date  are 
obviously  not  going  to  sell  well. 

"Manufacturers  can  usually 
provide  some  information  on  their 
best  selling  lines,  although 
ultimately  it  is  up  to  pharmacy  staff 
to  monitor  local  trends  for 
themselves,"  he  adds. 

"Our  strategy  is  to  limit  the 
number  of  varieties  but  ensure 
that  each  product  has  high 
turnover  so  pharmacists  can 
maintain  a  better  rate  of  sale.  For 
example,  with  Breakfast  Timers 
we  have  restricted  the  range  to 
the  four  popular  varieties,  all  of 
which  sell  through  very  quickly. 

"In  no  way  can  pharmacists 
justify  stocking  lots  of  new 
products,  but  there  could  be  an 
argument  in  favour  of  allocating 
more  space  to  dry  foods  in 
preference  to  wet,  as  there  was  a 
move  towards  dry  foods  even 
before  the  tampering  scares  in 
April.  Dry  foods  are  seen  as  more 
convenient,  less  wasteful  and 
easier  to  carry  home, ' '  he  says. 

Pharmacists  should  also  try  to 
display  products  in  a  more  logical 
sequence  of  milks,  rice  weaning 
cereals,  rusks  and  baby  meals,  he 
believes,  "although  they  have 
become  better  organised  with  the 
use  of  shelf  edgers  which  highlight 
the  different  categories." 

He  sees  Farex  as  an  important 
link  product  between  milk  and 
solid  foods.  "If  a  mother  can't  find 
Farex  in  her  local  chemist  she  will 
go  to  a  supermarket  and  may  then 
continue  to  use  the  supermarket 
for  her  other  baby  needs." 

The  1989  Farley  Report  found 
that  most  mothers  prefer  one- 
stop  shopping  to  local  outlets. 
Lack  of  choice  and  high  prices 
were    seen    as    the  main 


disadvantages  in  shopping  locally. 
A  third  of  mothers  questioned 
claimed  convenience  was  a  key 
factor  when  shopping  locally  and 
perceptions  of  the  pharmacy  were 
slightly  more  favourable  than 
other  local  shops  when  it  came  to 
buying  things  at  the  last  minute 
and  asking  for  advice.  About  two 
in  five  mothers  saw  no  advantage 
in  using  the  local  pharmacy  for 
buying  baby  goods  and  even  more 
—  45  per  cent  —  considered  this 
the  case  with  other  local  shops. 

Apart  from  complaints  about 
not  being  able  to  take  their  babies 
inside,  mothers'  main  suggestions 
for  improving  local  shops  were 
more  competitive  pricing  and  an 
improved  choice  of  products  and 
brands,  although  few  mothers 
cited  price  as  a  reason  for 
choosing  a  particular  brand. 

Choice  is  also  an  important 
factor  in  Cow  &  Gate's  opinion. 
"Mothers  are  looking  to  replicate 
their  own  feeding  patterns  in  their 
babies'  diets  and  are  consequently 
using  a  greater  variety  of 
babyfood,"  they  say.  "Retailers 
must  ensure  they  are  offering  a 
comprehensive  range  across  all 
the  different  mealtime  occasions. 
If  some  are  not  adequately 
covered  the  mother  may  simply 
choose  to  shop  elsewhere  and 
valuable  sales  may  be  lost." 

In  baby  milks  particularly,  Cow 
&  Gate  believe  mothers  are 
seeking  specialist  expertise  when 
choosing  products.  Pharmacies 
can  offer  an  informative, 
authoritative  and  personal 
approach  which  is  lacking  in 
impersonal  supermarkets.  Staff 
training  is  the  key  to  developing 
pharmacies'  strength  in  the  infant 
milks  market,  say  Cow  &  Gate, 
adding  that  they  are  committed  to 


the  concept  of  training  because  "a 
well  informed  and  knowledgeable 
staff  will  help  gain  a  confident  and 
loyal  custom." 

Robinsons  say  the  professional 
assurance  and  convenience  of  the 
local  pharmacy  are  important  to 
mothers  in  the  first  few  months 
after  birth.  But  as  the  baby  grows 
older  and  the  mother  becomes 
more  confident  she  resumes  her 
former  shopping  habits  and 
returns  to  the  grocery  stores.  By 
offering  a  range  which  covers  all 
stages  of  infant  feeding  from 
weaning  to  junior  meals, 
pharmacies  can  build  on  customer 
loyalty.  In  particular  it  is  important 
to  stock  a  full  range  of  junior 
meals,  say  Robinsons:  '  'After  all, 
65  per  cent  of  baby  food  sales  are 
made  to  mothers  with  babies  aged 
six  months  or  older,  so  it's 
important  that  this  opportunity  is 
not  overlooked  by  the  chemist. ' ' 

Heinz  acknowledge  that 
deciding  which  products  to  stock 
and  how  much  space  to  allocate 
can  present  problems,  so  they 
offer  assistance  with  a 
computerised  planning  system 
which  shows  how  best  to  shelve  a 
good  range  of  baby  foods. 

Milupa  agree  that  pharmacies 
should  capitalise  on  the  personal 
service  they  can  offer  and  they  too 
recommend  stocking  a  good  range 
of  foods,  together  with  other 
babycare  items,  to  enable 
mothers  to  find  all  they  need  in 
one  shop. 

Milupa  representatives  call 
regularly  on  pharmacies  to  work 
out  suitable  sales  packages  and  a 
special  service  is  available  to  key 
customers  from  the 
representative  or  by  calling  the 
sales  department  on  01-573  9966. 

Medicines  are  an  obvious  area 
in  which  pharmacies  can  capitalise 
on  their  unique  advantages. 
Andrew  Woods,  senior  brand 
manager  at  DDD  Ltd,  says: 
"Pharmacies  could  steal  a  lead 
over  competitors  by  reverting  to 
the  traditional  role  of  providing 
information  and  advice  to 
customers." 

For  example  there  has  been 
concern  about  alcohol  in  colic 
preparations,  sugar  and  aspirin  — 
all  topics  on  which  pharmacists  can 
give  reassurance  and  offer 
alcohol-free,  sugar-free  and 
aspirin-free  products. 

Jackel  believe  the 
pharmacist's  personal  service  is 
particularly  important  to  the  first 
time  mother  who  sometimes  lacks 
confidence.  Pharmacists  must 
capitalise  on  their  knowledge, 
individuality  and  reputation. 
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Designer  Bottles 


Sterilised  Teat  Unit 


'Soft  Shoe' Rattle  Soother 


Disposable  Bibs 


We  take  the  trouble 
to  give  Mums  more  choice... 


fuality  that  Mums  can  rely  on,  that's 
Griptight.  Quality  in  feeding  systems,  quality  in 
soothers,  quality  in  everything  a  baby  needs. 
More  quality  -  more  choice. 
Producing  and  developing  a  range  of 
products  ihat's  precisely  what  Munis  are  looking 
for,  means  taking  time  and  trouble. The  time  to 
listen  to  Mums. The  time  to  carefully  develop  and 
test  every  product,  not  only  to  meet,  but  exceed 
the  most  rigid  standards  -  including  those  of  the 
BSI.  Ultimately,  it  means  a  range  of  products 
that's  built  on  a  reputation  without  equal. 

That  reputation  is  as  strong  today  as  it's 
ever  been. 

The  market  is  even  stronger.  In  advertising, 
in  packaging,  in  point-of-sale  merchandising. 


Griptight  is  building  a  dominant  force  in  the 
marketplace,  and  what  that  means  to  you  is 
quite  simple  -  more  business. 

There's  a  superb  new  range  of  products 
that  you  could  be  profiting  from  right  now,  and 
it's  all  backed  by  an  extensive  professional  and 
retail  advertising  campaign.  It's  all  designed  to 
really  generate  business,  and 
to  find  out  how  you  could  be 
getting  your  share,  all  you 
have  to  do  is  phone 
021-414  1122. 

Cash  in  on  better 
business,  stock  Griptight  - 
and  you'll  be  certain  you're 
stocking  success. 


. ..and you  more  business. 

BIRMINGHAM,  COLNE,  PERSHORE,  SUNGE1  PETANI  (Malaysia),  WALLINGTON  N.J.  U.S.A. 


PROM  THE 


RANGE:  OF  PRODUCTS 


Made  in  the  United  Kingdom. 


It's  always  been  the  best  you  can  buy! 


FOR  FURTHER  DETAILS 
PLEASE  CONTACT  OUR 
CUSTOMER  SERVICES 
DEPARTMENT 


Lewis Woolf  Griptight  Limited.  144  OaMield  Road,  Selly  Oak.  Birmingham.  B29  7EE.    Tel:  021-414  1122.     Fax:  021-414  1123.    Telex:  338666. 


Breast  milk 

The  very  best  start  for  baby.  Easily 
digested  and  full  of  nutrition  and  natural 
protective  properties. 


Aptamil.® 

A  well-digested  babymilk  for  the  baby 
bottle-fed  from  birth,  or  moving  on  from 
breast  milk. 


milupa 


For  a  genila  start  to  bottt**  feeding 


iftle  Experts  to  smile. 


Breast  milk  is  the  very  best  start 
for  a  baby. 

Unfortunately  you  can't  stock  breast 
milk,  but  you  can  stock  the  very  acceptable 
alternative  -  Milupa  Babymilks,  Aptamil  and 
Milumil.  More  and  more  hospitals  and  clinics 
are  using  Milupa  Babymilks  than  ever 
before.  So  grow  your 
business  with  our 
Little  Experts  and  stay 
with  Milupa  for  the 
comprehensive  range  of 
babymilks,  babyfoods,  rusks 
and  drinks. 


;ive  you 


Your  profits 
plenty  to  smile  about  too 


IMPORTANT:  Breast  milk  is  the  best  milk  for  a  baby. 
A  doctor,  midwife,  nurse  or  health  visitor  should  be 
consulted  for  any  advice  needed.  If  a  babymilk  is 
used  it  is  important  for  the  baby's  health  that  all 
preparation  instructions  are  followed  carefully. 


milupa" 

Milupa  babymilks.  Well 
digested  and  well  accepted. 


Milupa  Ltd.,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  UB10  ONE 
Telephone:  01-573  9966. 


Milumil. 

A  well-accepted  babymilk  with  higher  levels  of 
protein  and  carbohydrate.  For  continued 
nourishment  throughout  the  first  year. 


mttupa 

Milumil' 

Babymilk 

$  *  *  ■ 

J 

For  satisfying  bonis  feeding 

Chemists  grow  share 

The  buoyant  birth  rate,  the  increasing  number  of  working  mothers,  and  the  advice  from 
OPs  and  health  visitors  to  use  babymilks  for  longer,  have  all  contributed  to  growth  in  the 
infant  milks  market — now  estimated  to  be  worth  well  over  £80m  a  year 


The  chemist  sector  has  taken  a  3 
per  cent  share  of  the  market  from 
grocery  outlets  in  the  past  12 
months,  report  Cow  &  Gate 
(although  Nielsen  figures,  which 
exclude  Boots,  suggest 
otherwise,  see  p21). 

Cow  &  Gate  believe  several 
factors  are  responsible,  mainly 
that  mothers  are  seeking 
expertise  and  advice  when 
choosing  babymilks. 

The  trend  away  from  shopping 
for  these  items  in  large  impersonal 
supermarkets  without  specialist 
back-up  clearly  indicates  the  need 
for  the  informative,  authoritative 
approach  the  pharmacist  can  offer. 
Staff  training  is  the  key  to 
developing  pharmacies'  strength 
in  this  sector,  say  Cow  &  Gate. 

Wyeth  Nutrition  point  out  that 
pharmacies  have  also  gained  sales 
from  health  authority  clinics  since 
the  Government  altered  the 
benefits  system  so  that  some 
recipients  now  receive  cash 
instead  of  tokens. 

Pharmacies  must  be  aware  of 
the  infant  formula  products 
available  and  current  feeding 
recommendations,  say  Wyeth. 
"Consistent  stock  levels  should 
be  maintained  along  with  a  full 
range  of  products  if  the  pharmacist 
is  to  maintain  this  momentum. 
And  as  health  visitors  and 
midwives  tend  to  advise  mothers 
against  switching  brands,  the 
mother  whose  favoured  brand  is 
out  of  stock  may  be  a  lost 
customer.  Although  mothers 
receive  guidance  from  the  health 
visitor  or  midwife  on  which 
particular  formula  they  should 
choose,  general  inquiries  are  often 
made  in  the  pharmacy. ' ' 

Crookes  Healthcare  agree 
that  brand  loyalty  is  an  important 
factor  to  consider.  Although 
mothers  like  to  shop  locally  when 
the  baby  is  very  young,  they  are 
prepared  to  travel  further  afield  if 
their  preferred  brand  is  out  of 
stock.  For  this  reason,  the 
company  believes  it  is  important 
for  pharmacies  to  know  which 
milks  their  local  hospitals  are 
recommending  to  mothers  unable 
to  breastfeed. 

Wyeth's  figures  show  that 
39 .4  per  cent  of  mothers  prefer  to 
buy  babymilks  through 
pharmacies,  31.2  per  cent 
through  welfare  clinics,  grocers 
21.4  percent,  drug  stores  5.6  per 
cent  and  other  sources  2.4  per 
cent. 

Although  most  mothers  breast 
feed  at  first,  there  is  a  tendency 


Wyeth  progress  with  Progress  relaunch 


for  bottle  feeding  to  increase 
dramatically  as  babies  grow  older 
and  their  appetites  increase, 
particularly  if  mothers  return  to 
work. 

Milupa  and  Wyeth  point  out 
the  need  for  pharmacies  to  cater 
for  young  babies  with  a  whey- 
based  milk  and  for  older  babies 
with  a  casein  dominant  or  curd- 
based  formula.  They  should  also 
stock  the  450g  size  for  mothers 
starting  on  a  new  formula  and  the 
900g  size  for  those  whose  babies 
are  already  established  on  a 
particular  brand.  There  is  a  trend 
towards  the  more  economical 
900g  size  which  now  accounts  for 
three-quarters  of  babymilks 
business. 

For  the  future,  Cow  &  Gate 
think  it  is  unlikely  the  market  will 
continue  to  grow  at  the  rate 
achieved  in  1988  (15  per  cent  in 
volume),  especially  with  the 
Government-sponsored  campaign 
to  promote  breast  feeding.  They 
believe  the  market  is  showing 
signs  of  plateauing  as  high 
mortgage  rates  and  reduction  in 
disposable  income  affect  the 
previously  buoyant  birthrate.  But 
with  the  emergence  of  the  new 
ready-to-feed  sector,  market 
growth  may  be  further  stimulated, 
they  suggest. 

Milupa  believe  current  social 
trends  will  lead  to  continued 
growth  and  that  the  infant  formula 
sector  should  hit  the  £100m  mark 


(at  today's  prices)  somewhere 
around  1992-93. 

Market  activity 

Wyeth  Nutrition  and  Cow  &  Gate 
continue  their  battle  for  brand 
leadership,  and  in  their  latest 
figures  Wyeth  claim  to  be 
dominant  with  a  45.7  per  cent 
volume  and  45.8  per  cent  share  of 
the  market. 

This  Autumn,  Cow  &  Gate  are 
introducing  both  Premium  and 
Plus  in  ready-to-feed  format  in 
100ml  and  200ml  glass  bottles. 
The  bottles  require  only  a  locking 
ring  and  teat  in  order  to  create  a 
"ready  meal"  without  the  need 
for  sterilisation.  The  RTFs  have 
the  same  nutritional  profile  as 
Premium  and  Plus  powder  milks 
and  Cow  &  Gate  suggest  they  are 
placed  on-shelf  next  to  these 
brands  which  are  interchangeable. 

Wyeth  have  repackaged  SMA 
Gold,  their  whey-based  milk,  and 
SMA  White,  their  curd-based 
brand.  Both  are  said  to  have  an 
increased  "consumer  friendly" 
appearance  with  clear  statements 
on  feeding  recommendations  and 
easy  to  follow  instructions.  The 
new  packs  will  be  supported  by  a 
promotional  campaign  to  opinion 
formers  and  health  professionals. 
Part  of  the  campaign  will  be 
directed  at  mothers,  using  an 
under-the-lid  leaflet  on  SMA 
White  tins  to  explain  further  the 
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WE'RE  GROWING  EVEN  FASTER 


It's  not  just  babies  who  grow  big  and  strong  on  SMA.  When  you  stock  the  most  popular  range  of  baby 
milks  you  stand  to  gain  pounds  too. 

SMA  has  always  gone  down  well  with  babies.  So  when  we  heard  that  mums  were  finding  the  pack  copy 
a  bit  hard  to  digest  we  went  back  to  the  drawing  board.  We've  re-designed  both 
SMA  powder  and  Ready- to-Feed  packs  making  them  brighter  and  easier 
to  understand.  The  milks  are  now  called  SMA  Gold  and  SMA  White  and 
we've  spelt  out  which  milk  to  use  when. 

SMA  Gold  from  birth  onwards.  SMA  White  for 
hungrier  bottlefed  babies. 

Our  follow-up  milk  Progress  has  also  been  re-pack- 
aged in  bright  colours  with  a  special  new  easy-to-mix  formula.  So  we  now 
have  all  the  right  ingredients  to  ensure  the  brands  get  even  bigger. 

New  campaigns  will  be  running  soon  telling  health  professionals  and  mothers  about  the  changes 
to  SMA  packs  and  promoting  Progress  in  both  consumer  and  community  press.  The  new  packs  will 
be  available  soon,  so  get  ready  to  feed  the  demand. 


Breasl  milk  is  best  for  babies.  Infant  formula  is  intended  to  replace  or  supplement  breast  milk  when  breast  feeding  is  not  possible  or  is  insufficient,  or  when  mothers  elect  not  to  breast  feed.  Good  maternal  nutrition  is 
important  tor  the  preparation  and  maintenance  of  breast  feeding.  Extensive  or  prolonged  use  of  partial  bottle  feeding,  before  breast  feeding  has  been  well  established, could  make  breast  feeding  difficult  to  maintain.  A 
decision  not  to  breast  feed  could  be  difficult  to  reverse.  Professional  advice  should  be  followed  on  all  matters  of  infant  feeding.  Infant  formula  should  always  be  prepared  and  used  as  directed.  Unnecessary  or  improper 
use  of  infant  formula  could  present  a  health  hazard.  Social  and  financial  implications  should  be  c  onsidered  when  selec  ting  the  method  of  infant  feeding. 
Progress  is  a  nutritionally  rich  blend  ol  milk  sol  ids,  vitamins  and  minerals  for  babies  b  months  and  older,  Used  in  conjunction  with  solid  leeding.it  provides 
the  nourishment  essential  to  a  baby's  healthy  and  sustained  growth.  Progress  is  not  intended  to  replace  breast  feeding  or  infant  formula 

Wyeth  Laboratories,  Huntercombe  Pane  South, Taplow,  Maidenhead,  Berks  SL6  OPH.  'Trjde  Marks 


s  be  prepared  and  used  as  directed.  Unnecessary  or  imprc 

~J~a  Wyeth  Nutrition 
MM.  Leading  the  wav 


BABYMILKS 


Another  satisfied  customer 


differences  and  benefits  of  each  of 
the  milks. 

The  company  suggests 
increased  shelf  space  should  be 
allocated  to  SMA  ready-to-feed 
cartons  in  both  Gold  Cap  and 
White  Cap  (soon  to  drop  the  word 
"Cap")  as  RTF  delivers  2V2 
times  the  sales  and  profit  of 
powdered  baby  milks.  A  1  litre 
RTF  pack  was  introduced  at  the 
end  of  August.  The  brand  will 
feature  in  journal  advertising  and 
at  meetings  with  health  visitors, 


midwives  and  other  health 
professionals.  There  will  be  shelf 
talkers  in  store. 

Crookes  Healthcare  say  the 
relaunch  of  Ostermilks  earlier  this 
year  has  been  well  accepted  and 
the  brand  has  grown  62  per  cent  in 
value  in  the  year  to  June.  A  new 
campaign  advertising  to  health 
visitors  and  other  recommenders 
starts  this  month.  The  company 
also  provides  several  educational 
booklets  on  feeding. 

Milupa  have  produced  a  video, 


"The  natural  advantage",  and  a 
new  breastfeeding  booklet  to  tell 
mothers  the  advantages  of 
breastfeeding.  Their 
representatives  give  advice  to 
pharmacies  on  merchandising  and 
stocking  levels  and  inform  of  any 
special  offers,  most  of  which  are 
available  exclusively  to 
independents.  The  specialist  sales 
force  also  creates  awareness  with 
paediatricians,  dietitians, 
midwives,  health  visitors  and 
nurses,  and  parenteral  classes 
support  both  parents  and  health 
professionals. 

They  advertise  their 
baby  milks  in  15  medical  and  trade 
publications  and  are  involved  in 
more  sponsorship  than  ever 
before,  for  example,  the  Child 
Accident  Prevention  Trust 
manual  and  poster  for  health 
visitors. 

Follow  on  growth 

Follow-on  milks  are  an  area  of 
major  potential,  according  to  the 
two  companies  already  in  this 
market. 

Their  success  to  date  has  been 
helped  by  the  Department  of 
Health's  advice  not  to  give  cow's 
milk  before  the  age  of  six  months 
and  its  positive  endorsement  of 
follow-on  milks  for  their  increased 
iron  and  vitamin  D  content.  And, 
unlike  infant  formulas,  follow-on 
milks  can  be  advertised  directiy  to 
the  public. 

"We  are  not  competing 
against  other  brands  but  against 
cow's  milk,"  says  Claire  Uglow, 
product  manager  at  Farley's, 
whose  current  advertising  centres 
on  the  unsuitability  of  cow's  milk 
for  babies.  The  market  increased 
60  per  cent  in  the  six  months  after 
the  launch  of  Farley 's  junior  milk 
and  "this  is  only  the  beginning' ' , 
she  says. 

Follow-on  milks  account  for  a 
mere  2  to  3  per  cent  volume  of  the 
total  milks  market  compared  with 
40  per  cent  in  other  European 
countries,  so  she  feels  there  is 
much  room  for  growth. 

The  company's  medical  sales 
force  has  been  busy  informing 
health  professionals  of  the 
benefits  of  these  products, 
resulting  in  a  "positive  reaction 
that  pharmacists  would  be  foolish 
to  ignore. ' '  At  present  only  about 
half  of  all  pharmacies  stock  them. 

Wyeth  Nutrition  say  the 
£1.75m  market  has  the  potential 
of  increasing  to  between  £25-30m 
over  the  next  couple  of  years. 
Wyeth  are  to  relaunch  Progress  in 
November  with  new,  bright 
packaging  which  clearly  positions 
the  product  as  a  milk  for  the  older 
baby.  It  will  also  be  easier  to  mix 
and  more  convenient  for  the 
mother  who  will  by  this  time  be 
making  drinks  in  a  cup  for  her 
toddler.  New  POS  literature  will 
help  mothers  understand  these 
special  milks. 


c/> 


WILLIAM  FREEMAN  &  CO  LTD 

Suba  Seal  Works,  Stamcross,  Barnsley,  S.  Yorks  S75  6DH 
Tel.  0226  284081  Telex.  547186  Fax.  0226  731832 
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Nappies  important 


Disposable  nappies  are  showing 
the  highest  sterling  growth  of  all 
babycare  products  through 
pharmacies  excluding  Boots. 
They  are  also  the  most  important 
product  category  in  terms  of 
average  monthly  sales  per  store 
and,  according  to  Nielsen 
Marketing  Research,  are  the  only 
sector  in  which  pharmacies  are 
taking  share  from  grocers  (figure 
1). 

Babymilks  come  second  in 
terms  of  value  to  pharmacies  and 
are  the  only  product  category  in 
figure  1  in  which  pharmacies 
dominate.  From  these  statistics, 
grocers  appear  to  be  gaining  in 
infant  drinks,  an  area  in  which 
pharmacies  were  making  inroads 
when  C&D's  last  Babycare 
supplement  was  published  in 
March. 


Figure  1 
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Baby  markets  business  growth  in  pharmacies  (sterling 
sales  £000) 


Value  of  baby  business  to  pharmacies 
£  sales  year  to  May/June  (000's) 


May/June  1988 

May/June  1989 

%  change 

Babymilks 

16058 

19177 

+  19  (3) 

Infant  drinks 

3510 

4030 

+  15(5) 

Baby  rusks 

1484.46 

1573.19 

+  6(8) 

Wet  foods 

8500 

8820 

+  4  (10) 

Dry  foods 

7319 

7586.7 

+  4(11) 

Infant  cereals 

2715.58 

2866.0 

+  6(9) 

Sterilising 

products 

1715.8 

1630.6 

-5(12) 

Baby  bath 

additives 

822.0 

912.6 

+  11(7) 

Moist  wipes 

2603.8 

2933.6 

+  13(6) 

Disposable 

nappies 

30160.3 

38610.5 

+  28(1) 

Teething 

preparations 

4021.0 

4737.0 

+  18(4) 

Nappy  rash 

creams 

3510.6 

4348.5 

+  24  (2) 

Numbers  to  the  right  indicate  categories  in  order  of  highest  growth 

Value  of  baby  business  to  pharmacies 
Average  sales  per  store  per  month  (£) 


Multiples 

Independents 

Babymilks 

(2) 

123.30 

65.30 

Infant  drinks 

(5) 

31.30 

16.80 

Baby  rusks 

(10) 

12.80 

5.40 

Wet  foods 

(4) 

62.90 

26.40 

Dry  foods  (including  cereals) 

(3) 

72.20 

32.10 

Infant  cereals 

(6) 

25.40 

11.80 

Sterilising  products 

(11) 

11.20 

5.70 

Baby  bath  additives 

(12) 

9.30 

3.50 

Moist  wipes 

(9) 

22.00 

11.50 

Disposable  nappies 

(1) 

300.10 

169.10 

Teething  preparations 

(7) 

25.00 

18.90 

Nappy  rash  creams 

(8) 

24.90 

17.20 

May/June  1989  Audit 

Numbers  in  brackets  indicate  order  of  importance 


Multiples 

Independents 

Babymilks 

5111.0 

14065.0 

Infant  drinks 

1102.3 

2927.6 

Baby  rusks 

453.28 

1119.92 

Wet  foods 

2651.4 

6168.6 

Dry  foods 

2241.9 

5344.9 

Infant  cereals 

830.50 

2035.5 

Sterilising  products 

435 

1195.6 

Baby  bath  additives 

315.7 

596.8 

Moist  wipes 

841.6 

2092.1 

Disposable  nappies 

10919.8 

27690.6 

Teething  preparations 

1003.0 

3735.0 

Nappy  rash  creams 

964.0 

3384.0 

Baby  Markets  Business  Growth  in  Pharmacies 

12  months  to  May/June  1988  vs  12  months  to  May/June  1989 
STERLING  SALES  YEAR  AGO  %  CHANGE 


DISPOSABLE  NAPPIES 
NAPPY  RASH  CREAMS 

r 

BABYMILKS 
TEETHING  PREPS 
INrANT  DRINKS 
MOIST  BABY  WIPES 
BABY  BA^H  ADDITIVES 
BABY  RUSKS 
INFANT  CEREALS 
WET  FOODS 
DRY  FOODS 
STERILISING  PRODUCTS 


STERLING  GROWTH 
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Yet  more  'bottle7  for 
the  bottle  market 

Baby  bottles  are  no  longer  just  drinking  vessels  but  part  of  the  fashion  scene. 

C&D  looks  at  developments 


Is  there  room  for  yet  another 
range  of  babyfeeding  equipment 
and  soothers  in  pharmacy? 

Stephen  Wooller,  who  has 
over  20  years  of  experience  in  this 
industry,  is  convinced  there  is, 
particularly  if  the  range  offers 
"unique  selling  points"  over 
existing  products. 

He  has  joined  forced  with 
Peter  Weiss,  a  former  deputy 
managing  director  of  Lewis  Woolf 
Griptight  Ltd,  to  set  up  Mam  (UK) 
Ltd  who  will  market  a  brand- 
leading  range  from  the  Austrian 
manufacturer  Mam  Babyartikel 
GmbH. 

They  hope  to  combine  the 
skills  of  the  parent  company  — 
which  claims  considerable  success 
in  Europe  and  the  USA  —  with 
their  own  interpretation  of  the 
needs  of  the  UK  market. 

At  first,  they  will  concentrate 
on  pharmacies  and  specialist 
nursery  stores.  The  soothers, 
which  comply  with  BS 
specifications,  will  be  sold  in  pairs 
in  a  see-through  plastic  carrying 
case.  Instead  of  a  ring,  they  will 
have  a  button  front  with  a  deep 
ridge  that  is  easy  to  grip  and 
remove  from  the  baby's  mouth. 
The  knob  also  discourages 
mothers  from  tying  the  soother 
round  the  baby's  neck  with 
ribbon. 

The  shield  is  contoured  to 
conform  to  the  baby's  face  and 
pulls  inwards  to  encourage  proper 
alignment  of  teeth.  The  shape, 
plus  the  fact  that  the  shield  has 
larger  ventilation  holes  than  most 
soothers,  reduces  the  possiblity  of 


skin  infection  caused  by  build-up  of 
saliva. 

The  "orthodontic  style"  latex 
rubber  teat  has  a  flat  section  near 
the  flange  giving  minimum 
thickness  between  the  teeth  and 
reducing  the  risk  of  the  front  teeth 
being  pushed  forwards,  although 
Mr  Wooller  says  research 
suggests  that  protruding  teeth  are 
more  likely  to  be  related  to  thumb- 
sucking  than  soothers.  The  teat  is 
symmetrical  so  it  does  not  matter 
which  way  up  it  goes. 

The  first  two  soothers,  in  six 
colours,  will  be  the  mini  Mam,  for 
babies  up  to  six  months,  and  a 
slightly  larger  model  for  older 
babies  (£1.99  per  pair).  They  will 
be  followed  by  the  "designer" 
Mam  and  mini  Mam  carrying  six 
designs,  such  as  teddy  bear  and 
man-in-the-moon,  in  six  colours. 
Pharmacies  will  be  offered  colour 
assortments  in  a  display  skillet. 

The  Mam  baby  nurser  (£2.25) 
has  a  250ml  clear  polycarbonate 
wide  neck  bottle  which  is  easy  to 
clean  and  fill.  It  is  shorter  than 
other  conventional  models  and 
thus  likely  to  be  more  stable.  For 
long  term  safety  the  graduations 
are  embossed  as  well  as  printed 
down  the  side. 

The  silicone  rubber  teat, 
approved  by  orthodontic  experts, 
has  a  hole  on  the  top  rather  than  at 
the  end  so  that  as  the  baby  sucks, 
the  jet  of  milk  hits  the  roof  of  the 
mouth  and  has  more  chance  to  mix 
with  the  saliva  instead  of  going 
straight  down  the  throat. 

Replacement  teats  will  be 
available  in  orthodontic  (£1 .38  per 


The  latest  in  chic  from  Mam 


pair)  and  traditional  (round)  styles 
(£1.28  per  pair) ,  and  a  teat  adaptor 
enables  all  other  brands  of  teat  to 
be  used  with  the  bottle  if 
necessary. 

A  dormal  cap,  which  covers 
the  teat  when  the  feed  is  being 
stored,  can  double  as  the  baby's 
first  drinking  cup. 

The  bottles  will  be  available 
singly  or  as  a  pair  in  the  Mam  baby 
nurser  starter  system  (£6.95). 
The  deluxe  pack  also  contains  a 
liquid  crystal  temperature  sensor 
that  clips  round  the  bottle  as  a 
guide  to  the  correct  temperature, 
although  the  instructions  stress 
that  the  mother  should  still  check 
against  her  own  skin,  particularly 
if  she  has  warmed  the  feed  in  a 
microwave  which  can  result  in 
uneven  heating.  A  handle 
attachment  and  drinking  spout 
with  three  holes  allows  the  bottle 
to  be  converted  to  a  drinking  cup 
as  the  child  gets  older. 

Both  packs  have  clear 
windows  so  mothers  can  examine 
the  goods  without  taking  them  out 
of  the  box. 

Further  innovative  products 
are  planned  for  next  year, 
including  a  breast  pump  and  nipple 
shields.  The  range  will  be  available 
through  pharmacy  wholesalers. 

Advertising  in  the  mother  and 
baby  Press  is  expected  to  start 
early  next  year  and  the  company 
will  be  exhibiting  and  advertising 
to  health  visitors  and  midwives. 

"We  know  this  is  a 
competitive  market  but  we  feel 
that,  judging  by  recent  trends, 
there  is  scope  for  more 
sophisticated  products, ' '  says  Mr 
Wooller.  "We  will  be  at  the  top 
end  of  the  market,  selling  on 
quality  rather  than  a  price 
platform.  Because  parents  are 
now  having  children  later  in  life 
they  tend  to  have  more  disposable 
income  and  are  more  selective 
about  the  products  they  have  in 
their  homes.  They  are  becoming 
more  design  conscious  and  more 
aware  of  safety." 

"From  the  trade's  point  of 
view,  we  believe  they  welcome 
new  ideas  and  our  terms  are  as 
attractive  as  anyone  else's  in  this 
area." 

"In  the  UK  there  has  been  an 
inherent  resistance  to  soothers 
which  is  changing.  Now 
paediatricians  often  recommend 
soothers  for  the  sake  of  a  little 
peace,  although  we  do  stress  on 
the  instructions  not  to  offer  them 
to  babies  unless  there  is  a  need. 
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New  ROBINSONS  FRUIT  AND  herb  flavour  baby  drinks. 

NEW  RANGE  ■  NEW  FLAVOUR  COMBINATIONS  ■  NEW  PROFIT  OPPORTUNITY. 


New  Robinsons  Fruit  and  Herb  flavour  Baby 
Drinks  combine  mild  and  soothing  herb  extracts 
with  the  fruity  tastes  that  babies  have  always 
enjoyed. 

All  four  in  the  range... Apple  and  Fennel, 
Apple  and  Mint,  Orange  and  Elderflower  and 
Orange  with  Camomile. ..have  been  extensively 
researched.  And  everywhere,  they've  had 
enthusiastic  consumer  approval. 

And  Mums  particularly  liked  the  fast-mixing 
granular  form. 

That  research  has  given  Robinsons  the  con- 


fidence to  put  heavy  marketing  money  behind 
the  new  drinks  with  advertising  in  specialist 
magazines  and  on  Television. 

This  new  range  has  all  the  ingredients  for 
new,  sustained  profit  opportunities. ..pre-tested 
acceptance,  unique  flavour  combinations... 
and  Robinsons  quality  for  repeat  purchase. 

So  grow  some  new  sales  on  your  shelves! 


ALL  STARRING  ME  OF  COURSE! 


Order  line  0800  282892 


3 

Elderflower  fio«? 


ROBINSONS  NEW  FRUIT  AND  HERB  FLAVOUR  BABY  DRINKS.  THE  TASTE  OF  SUCCESS! 


I 


Usage  in  other  countries  is  much 
higher,  for  example,  in 
Scandinavia  about  30  soothers  are 
bought  per  baby  whereas  in  the 
UK  the  figure  is  probably  10-15. 
With  attractive  designs  I  believe 
we  can  expand  the  market. 


"We  have  consulted  the 
professions  and  done  our  research 
thoroughly.  As  a  result  we  are 
making  a  long  term  investment  in 
the  new  company  and  have  a 
commitment  to  making  it  work" 
(tel:  021  4594304). 


The  Mini  Mam  (left).  Mam  and,  available  soon,  designer  Mam  (right) 


Cannon  aim  to  give  a 
choice 


Research  shows  that  90  per  cent 
of  mothers  purchase  at  least  one 
set  of  four  bottles  plus  teats  and 
steriliser  at  some  time  during 
pregnancy  or  the  baby's  first  year. 

John  Morris,  general 
manager,  Cannon  Babysafe,  says 
a  number  of  trends  in  the  £20m 
market  are  shaping  the  company's 
marketing  approach:  "We 
recognise  that  many  women  want 
to  breast  feed  and  our  emphasis  is 
on  choice  —  we  aim  to  provide  the 
best  products  for  mums  and  their 
babies  whether  they  choose  to 
breast  feed  or  bottle  feed. 

"There  are  more  working 


mothers  with  specific  needs. 
Unavailable  to  feed  their  baby  on 
a  24  hour  basis,  they  have  a  clear 
lifestyle  need  for  a  means  of 
expressing  and  storing  milk,  and 
the  Avent  breast  pump  was  a 
response  to  this  need." 

Recent  independent  research 
findings  into  purchasing  habits 
have  highlighted  the  importance  of 
the  first-time  mother  market. 
Some  73  per  cent  of  all  first-time 
expectant  mothers  buy  bottles, 
teats  and  sterilising  kit  unit  before 
the  baby's  birth. 

"Ante-natal  advertising  and 
instore  advice  must  be  geared  to 


The  Avent  single-handed  breast  pump 


this  knowledge  in  order  to  secure 
purchasing,"  says  Mr  Morris . 

Last  year,  Cannon  Babysafe 
launched  the  UK's  first  printed 
feeding  bottles,  and  "designer" 
ranges  now  represent  a  rapidly 
growing  sector.  Cannon  recently 
underlined  their  confidence  in  this 
sector  with  the  launch  in  August  of 
a  4oz/125ml  designer  feeding 
bottle  for  baby's  first  feeds. 

Latest  information  shows  that 
Cannon  babysafe  and  Avent 


combined  are  leading  brands  in  the 
chemist  sector.  But  Mr  Morris 
says  there  is  still  room  for 
improvement.  "We  have  invested 
heavily  this  year  in  a  consumer 
research  programme.  The  data 
this  produces  will  help  steer  us  in 
developing  future  marketing 
plans.  Improved  literature  and 
information  for  both  trade  and 
mothers  will  form  one  vital  part  of 
future  activities  as  new  mothers 
are  information  hungry. ' ' 


Design  revolutionises 
market  profits,  say  Jackel 


The  design  trend  in  baby  products 
has  not  only  revolutionised  market 
profits  but  increased  its  value,  say 
jackel  International,  who  claim  to 
be  first  to  put  the  design  concept 
into  the  baby  feeding  market  18 
months  ago. 

"It  seems  that  mums  have  an 
unquenchable  thirst  for  baby 
products  that  are  fun  and  new," 
says  Richard  Bowen,  sales  and 
marketing  director.  "The 
availability  of  baby  products 
incorporating  design  values  makes 
the  purchase  of  what  is  —  after  all 
a  basic  utility  item  —  more 
exciting." 

The  profile  of  today 's  "mum" 
is  changing,  he  says.  She  has 
more  money  in  her  pocket,  she  is 
often  a  career  professional  and  she 
is  mature  —  average  age  27.  She 
is  clued-up  on  design  and  quality 
and  used  to  spending  on  branded, 
high  quality  innovative  and 
convenient  goods  in  other  areas. 
Avoiding  "designer  prices" 
enables  all  mothers  to  benefit  from 
an  inexpensive  indulgence  in  fun 
baby  products. 

Tomme  Tippee's  designer 
feedtime  range  now  includes  over 
100  integrated  items  and  is 
expected  to  be  popular  in  the 


Christmas  gift  sector.  The  latest 
addition  is  a  printed  bottle  and  bib 
pack  launched  last  month. 

The  company  has  a  range  of 
Christmas  gifts  for  all  the  family 
including  character  merchandise 
such  as  hot  water  bottles  for 
children.  Last  year  was  a  record 
year  for  Christmas  gifts,  and  the 
promotional  Christmas  tree  with 
toys  from  £0.99  to  £4.99  and  toy 
box  with  toys  at  £0.99  will  be 
offered  again,  with  trade  deals. 

The  growing  emphasis  on 
convenience  products  meant  that 
Pur  Throwaways  sold  over  lm  in 
July  and  August. 

The  Jackel  sales  force  ensures 
that  orders  are  received  and 
processed  for  next-day  despatch, 
by  using  hand-held  computer 
terminals.  At  the  end  of  the  day, 
the  representative  connects  his 
Psion  Organiser  to  a  modem  and 
the  orders  are  automatically 
transferred  to  the  head  office 
central  computer  where  they  are 
processed  and  made  ready  for 
despatch  the  following  day.  A  daily 
updated  stock  list  is  automatically 
transmitted  back  to  the 
representative  so  that  orders  for 
out-of-stock  items  are  a  thing  of 
the  past. 


Euromonitor — and  now  for 
the  bad  news... 

A  recent  report  from  Euromonitor  singles  out  some  markets  that  are 
not  doing  so  well  on  the  international  scene. 

The  increased  use  of  steam  sterilising  units  has  hit  sales  of 
chemical  sterilants,  and  high  penetration  of  disposable  nappies  has 
reduced  usage  of  protection  creams,  according  to  "Babycare 
products:  The  international  market"  (£975).  Baby  shampoos  and 
lotions  have  traditionally  found  extra  sales  from  adults  because  of 
their  mildness,  but  the  new  generation  of  frequent  use/extra  mild 
adult  products  has  recaptured  this  sector  of  the  market. 

French  pharmacies,  which  tend  to  charge  higher  prices,  have 
seen  their  share  of  retail  sales  contract  alarmingly  since  1982, 
whereas  in  Italy,  pharmacies  still  dominate  distribution  with  mass 
market  outlets  accounting  for  only  14  per  cent. 

Although  volume  sales  have  been  boosted,  more  competitive 
pricing  and  strong  own-brands  have  combined  to  restrict  value  sales 
growth.  Between  1983-87  West  Germany  showed  the  strongest 
growth  in  retail  sales  —  13  per  cent  in  real  terms,  compared  with  the 
UK's  9  per  cent,  says  Euromonitor  (tel:  01-251  8024). 
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FULL  STEAM 
AHEAD  FOR 
HIGHER  PROFITS 

Every  AVENT 
Steriliser  you  sell  earns 
you  over  £6.00  profit  - 
and  the  market  for  steam 
sterilisers  is  growing 
faster  than  ever. 


NO  CHEMICALS, 
NO  RINSING 

Steam  sterilising  is 
chemical  free,  and  there's 
no  need  to  rinse  bottles 
afterwards  —just  one 
reason  why  the  AVENT 
Steriliser  is  increasingly 
popular. 

FAST,  EASY,  SAFE 

The  AVENT 
Steriliser  offers  mums 
the  convenience  they 
need  -  it's  fast,  easy  and 
safe  to  use. 
COMMITTED  TO 
CHEMISTS 

We're  committed  to 
chemists  -  offering 
innovative  quality 
products  tor  higher 
profits,  backed  by 
continuous  promotional 
support. 

So  stock  the  AVENT 
Steriliser  -  and  watch 
your  sales  go  full  steam 
ahead. 

AVENT  ...  naturally 


AVENT  STEAM  STERILISER 
MRP  £30.39 (EX.  VAT) TRADE  £24.31  PROFIT  £6.08 


ATEfcJ 

PURELY    FOR  BABIES 

MADE  IN  ENGLAND 
CANNON  BABYSAFE  LTD.. 
LOWER  ROAD,  GLEMSFORD. 
SUFFOLK  CO10  7QS 
TEL.  (0787)  280191  FAX:  (0787)  282088. 


Griptight's 
tight  grip 

Lewis  Woolf  Griptight  are 
undertaking  a  complete 
repackaging  programme  and 
introducing  new  products. 

Following  extensive  research 
into  consumer  brand  name 
awareness,  they  have  returned  to 
their  '  'highly  successful"  policy  of 
50  years  ago  when  products  were 
marketed  under  the  Griptight 
name. 

Comments  marketing  director 
Mike  Jackson:  "The  research  has 
proved  the  strength  of  the 
Griptight  name  and  the  trust  that 
mothers  place  in  it.  It  therefore 
makes  a  great  deal  of  sense  to 
highlight  this  name  on  all  future 
packaging  and  advertising. 

The  first  in  a  second  range  of 
designer  bottles  is  being  launched. 
The  new  de  luxe  bottle  features  a 
butterfly  and  flower  design  in 
mauve.  Made  from 
polycarbonate,  the  250ml  bottle 
(£1.59)  has  a  silicone  teat  and 
mauve  dome-shaped  teat  cover. 
The  black  and  white  packaging  is 
designed  to  appeal  to  those 
looking  for  a  more  upmarket  baby 
bottle. 

Says  Mike  Jackson:  "Sales  of 
designer  bottles  are  far  exceeding 
expectations  and  in  some  areas 
are  outselling  ordinary  bottles  as 
a  single  purchase.  This  is  because 
consumers  are  more  interested  in 
design  and  decoration  than 
perhaps  ever  before . ' ' 

Griptight's  other  Designer 
Collection  range  takes  animal 
caricatures  as  its  theme,  the  first 
featuring  a  yellow  duck. 

Competitively-priced  silicone 
nipple  shields  have  been  added  to 
the  breast  feeding  range  (box  of 
two,  £1 .99  in  shrink  wraps  of  five 
boxes).  Griptight  also  recently 
introduced  a  pack  of  two  silicone 
teats  after  research  showed  most 
mothers  buy  teats  in  pairs. 

..and  nappies 

Sof'down  nappies  are  now 
bleached  without  chlorine  and,  at 
about  5p  per  nappy,  are  believed 
to  be  the  cheapest  available. 

A  new  £250,000  advertising 
campaign  features  full  colour  page 
advertisements  in  the  mother  and 
baby  Press  and  annuals. 


A  year  of 
innovation 


1989  has  been  a  year  of  innovation  in  the  disposable 
nappy  market  which  has  seen  the  introduction  of 
"environment  friendly",  almost  totally  biodegradable  and 
boy/girl  products,  with  further  developments  to  make 
them  leakproof 


The  market  is  undergoing  rapid 
expansion  as  a  result  of  the 
current  baby  boom  which  is 
expected  to  continue  well  into  the 
1990s.  And  usage  of  disposable 
nappies  has  never  been  higher  at 
a  predicted  75  per  cent  this  year 
compared  with  only  20  per  cent  in 
1982. 

Sales  of  environment  friendly 
nappies  are  increasing 
substantially  in  line  with  the 
consumer's  interest  in  "green" 
issues. 

Unichem  —  who  first  launched 
chlorine -bleach  free  nappies  in  this 
country  —  are  now  exporting 
them  to  Scandinavia  where 
concern  about  dioxin  was  an  issue 
several  years  before  it  was  in  the 
UK.  The  first  consignment  of  2m 
ultra  absorbent  nappies  has  just 
been  sent  to  Norway,  reports 
David  Walker,  management 
services  director  and  chairman  of 
Neptune  Industries,  Unichem's 
nappy  manufacturing  company. 
The  nappies  continue  to  do  well  in 
the  UK  he  says. 

This  Spring's  "baby  days" 
consumer  promotion  boosted 
babycare  sales  which  have  grown 
25  per  cent  year  on  year.  Sales  of 
Unichem's  trainer  pants  continue 
to  increase  their  market  share 
over  pull  on  and  snap  ons. 

'  This  July,  Peaudouce  (UK) 
Ltd  took  a  further  environmental 
initiative  with  the  introduction  of 
the  first  almost  totally 
biodegradable  nappy.  Until  then, 
the  trouble  with  most  so-called 
disposable  nappies  was  that  they 
were  not  disposable  in 
environmental  terms. 

Most  of  the  2,600  million 


nappies  sold  in  the  UK  every  yeai 
end  up  in  landfill  sites.  Friends  ol 
the  Earth  and  other 
environmental  groups  have 
criticised  landfill  waste  disposal  a: 
storing  up  trouble  for  the  future 

The  main  problem  is  tha} 
biodegradation  of  waste  is  slow 
and,  in  the  case  of  plastics,  has 
been  non-existent. 

The  non-chlorine  bleached  fluf 
pulp  padding  used  in  Peaudouce 
Ultra  Plus  is  already 
biodegradable.  Now  the  company 
has  introduced  a  starch  mixture 
with  a  non-toxic  additive  into  th 
plastic  backing.  Over  time  th 
chemical  chains  break  up,  allowing 
the  plastic  to  disintegrate  into  it< 
basic  constituents  of  carbor 
dioxide  and  water.  The  proces 
takes  several  years,  depending  oi 
soil  type,  temperature  anc 
moisture.  Degradation  will  no 
take  place  on  shelves  or  in  use. 

Some  other  so-callec 
"biodegradable"  plastics  just  mb 
starch  into  the  formulation  an< 
only  break  down  into  smalle 
pieces,  say  Peaudouce. 

Advertising  and  public 
relations  will  communicate  thi 
new  initiative.  Peaudouce  hav< 
appointed  their  own  sales  force 
dedicated  to  meeting  the  needs  o 
the  independent  pharmacy.  The] 
believe  that  with  the  combinatior 
of  this  new  team  and  the  nev 
biodegradable  product 
pharmacists  can  look  forward  t( 
excellent  profits  and  service 
levels,  "reflecting  our  tota 
commitment  to  the  chemis 
sector." 

Premium  brands  have  erodec 
the  former  dominance  of  own 
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Karvol 


Advertisement 
m  tt  r  ■  ^  i 


Karvol,  the  gentle  but  effective  children's  nasal 
decongestant  from  <  irookes  Healthcare,  are  offering 
Chemist  and  Druggist  readers  the  chance  lo  win  £100 
worth  of  vouchers  from  the  Burton  Group  to  spend 
on  what  you  want,  where  you  want  at  any  Burtons 
outlet,  including  Burtons,  Debenhams,  Harvey 
Nichols,  Dorothy  Perkins,  Evans  Outsize,  Princ  iples 
(Men  and  Women),  Collier,  Top  Shop,  Top  Man, 
Radius  and  Champion  Sport. 

Karvol  comes  in  convenient  one  application  capsules 
and  are  available  in  packs  of  10s  or  20s.  Its  natural 
vapours  of  pine,  cinnamon  and  menthol  clear  nasal 
decongestion  and  ■<>  help  a  restful  sleep 

All  you  have  to  do  to  win  this  super  prize  is 
answer  the  three  questions  and  tie  breaker  below. 
As  well  as  winning  £400  worth  of  vouchers  you  could 
receive  a  'Karvol  Bedtime  Story  Pack'  (worth  £2.50) 
and  a  useful  children's  forehead  thermometer 
(worth  £3.00). 

If  you  are  not  lucky  enough  to  receive  first  prize, 
don't  worrv.  25  runners-up  will  also  receive  a 
'Bedtime  Story  Pack'  containing  a  book  and  a  tape, 
and  the  forehead  thermometer. 


ENTRY  FORM 

Just  answer  these  three  questions: 

I  Willi  h  of  the  I <>ll< m  ini;  is  know  n  to  t  a  use  the  1 1 mum in  i old  ; 
Qa)  Viral  infection  of  the  tipper  respiratory  tract 
[]l>)  Viral  infection  of  the  gastro  intestinal  tract 
I  |  c)  Bacterial  infection  of  the  respiratory  tract 

2.  Decongestants  can  come  in  the  form  of  capsules,  nasal  drops,  sprays, 
rubs,  tahlets  and  syrups.  Q  a)  True  Q  b)  False 

3.  Ascorbic  acid  is  another  name  for: 
Oj|  Vitamin  A  Q  b)  Vitamin  B  []c)  Vitamin  C 

I  prefer  the  new  Karvol  pack  design  because   


I  hen  fill  in  your  name  and  pharmacy  address  and  send  this  coupon  to: 
Karvol  Competition,  Blackburn  Willett  Associates,  PO  Box  78, 
London  SW 18  1  PP.  Closing  date  17th  November. 
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Wipes  go  through  thin 
to  thick 


His  and  hers 

Premium  brands  have  eroded 
the  former  dominance  of  own- 
label,  according  to  Swaddlers, 
who  say  that  premium  brands  now 
account  for  52  per  cent  sterling 
compared  with  39  per  cent  a  year 
ago.  Pharmacies  are  selling  more 
nappies  than  ever  before,  showing 
a  32  per  cent  increase  in  sales 
since  May/June  1988. 

Togs,  introduced  in  July  1988, 
have  shown  continuous  product 
innovation  with  the  elasticated 
waist,  for  him  and  for  her  nappies, 
non-chlorine  bleached  fluff  and, 
more  recently,  ultra  absorbent 
wetness  barriers.  Grooves 
around  the  legs  contain  super- 
absorbent  crystals  which  change 
to  a  gel  when  wet  and  spread  the 
moisture  back  into  the  body  of  the 
nappy,  preventing  it  leaking. 

Over  £10m has  been  spent  on 
the  brand  since  its  launch  and 
Togs  are  currently  being 
supported  by  a  £3. 9m  television 
campaign  running  until 
December.  Further  "heavy 
support"  is  scheduled  until  1992. 
Over  250,000  mothers  have 
applied  for  samples,  each 
receiving  a  trial  pack  containing 
50p  off  their  next  purchase.  A  free 
information  leaflet  is  available  from 
the  company. 

Numark  are  introducing  an 
extra  absorbent  ultra  dry 
disposable  nappy  with  a  new 
cushioned  waistband  that 
stretches  to  fit.  Suitable  for  both 
boys  and  girls,  it  is  folded  so  that 
the  packs  occupy  up  to  30  per  cent 
less  space. 

Celatose  pic  report 
exceptional  take-up  of  their 
recently  launched  range  of  boy 
and  girl  disposable  nappies. 

"It  can  only  be  described  as  a 
resounding  success , ' '  says  Arthur  . 
Wilkins,  sales  and  marketing 
director. 

Celatose  believe  that  "boy  and 
girl"  disposable  nappies  now 
represent  over  half  the  total  sales 
of  the  UK  disposable  nappy 
market  which  is  currently  valued 
at  just  over  £350m,  which  e 
probably  makes  this  the  most 
significant  product  development  in  ^ 
this  market  sector.  ' 

Celatose  claim  to  be  the 
largest  manufacturer  in  the  UK 
with  16  per  cent  of  the  total 
market  and  42  per  cent  of  the 
retail  own  brand  sector. 


The  babywipes  market  will  be 
worth  an  estimated  £24m  this 
year,  according  to  Scott, 
producers  of  brand-leading  Baby 
Fresh. 

"With  18  million  packs 
expected  to  be  sold  by  the  end  of 
this  year  —  a  28  per  cent  increase 
over  1988  —  it  is  a  sector  which 
has  achieved  a  phenomenal 
growth  since  the  market  first 
established  itself  just  nine  years 
ago,"  says  Alan  Cavers,  general 
sales  manager.  '  'And  the  growth 
looks  set  to  continue  as  more 
consumers  recognise  the 
convenience  and  hygiene 
benefits". 

"Product  and  packaging 
developments  are  also  driving  the 
market  forward,  and  the  fact  that 
babywipes  are  now  a  routine 
purchase  for  more  than  a  million 
shoppers  makes  them  an  essential 
element  in  any  chemist's  or 
drugstore's  merchandising  mix." 

The  current  trend  is  towards 
thicker,  premium  quality  wipes, 
larger  packs  sizes  and  easy-to-use 
packs,  while  recent  new 
developments  include  the 
introduction  of  fragrance-free 
varieties. 

Scott  suggest  that,  as  a 
general  guideline,  babywipes 
should  occupy  30  per  cent  of  a 
baby  toiletries'  fixture  and  they 
should  be  block  merchandised  to 
form  a  distinct  section  to  make 
shopping  easier. 

In  small  stores,  where  a  four- 
foot  baby  toiletries  module  is 
common,  Scott  recommends  one 
facing  each  of  Baby  Fresh  42s  — 
to  encourage  rapid  turnover  — 
and  fragrance  free  84s,  plus  an 
own-label  wipe  to  provide  the 
widest  range  in  limited  space. 

Chemists  and  drugstores 
account  for  around  32  per  cent  of 
babywipes  sales. 

Mr  Cavers  says  convenience 
is  a  key  factor  for  consumers  using 
babywipes.  They  want  a  wipe 
which  is  easy  to  remove  from  the 
container,  which  is  why  the 
company  introduced  a  new  "z- 
fold"  format  this  Summer. 

Robinson  put  a  higher 
estimate  —  £30m  —  on  the  value 
of  babywipes  market  this  year  and 
say  that  50  per  cent  of  mothers 
with  babies  aged  up  to  two  years 
use  these  products  for 
convenience.  Their  Soft  &  Pure 
baby  lotion  wipes  and  Poppets 
compete  in  the  thin  wipe  sector. 
Although  the  thick  wipe  sector  is 
growing,  over  half  the  market  is 
still  in  thin  wipes,  they  say,  for  a 
number  of  reasons. 

Firstly,  thin  wipes  are  more 
economical  as  they  cost  less  per 


Kiss,  tell  and  wipe? 

pack,  and  price  is  still  important,  \\  i 
particularly  for  people  who  use  1 
them  only  away  from  home.  I 
Secondly,  say  Robinson,  thin  it 
wipes  are  better  for  small  babies 
as  they  reach  nooks  and  crannies  il  3 
more  easily  and  do  not  dry  out  as  II 
quickly  as  thick  wipes  in  flat  tubs.  || 

In  the  USA,  thick  wipes  in  H 
canisters  represent  about  a  third  1 
of  the  market  and  continue  to  0 
show  significant  year  on  yearB 
growth  at  the  expense  of  thin  | 
wipes,  says  Harvey  Dondero,  jj 
Nice-Pak  Products  Inc  senior  |j 
vice-president.  While  tubs  and  ■ 
canisters  still  predominate  the  UK  1 
chemist  sector,  in  the  USA  travel  jjjij 
packs  are  outstripping  overall  Hi 
babywipes  growth.  Strong  m 
consumer  demand  has  led  to  I 
fragrance-free  achieving  30  per  R 
cent  of  the  US  market,  a  trend  ■ 
that  is  emerging  in  the  UK. 

"The  potential  of  the  UK  1 
market  is  immense,"  continues  il 
Mr  Dondero.  "Our  confidence  is  a 
reflected  in  our  decision  to  invest  H 
more  than  £4m  in  a  production  site  I 
in  Delyn,  Wales.  This  is  our  first  rill 
manufacturing  site  in  Europe  and  I 
represents  a  significant  step  a 
forward."  Production  is  I 
scheduled  for  next  Summer. 

A  full-colour  advertising  a 
campaign  for  Pudgies  in  consumer  \ 
and  mother  and  baby  magazines  uj 
will  continue  into  the  Spring  of  j  I 
1990,  backed  by  promotional  and  1 
public  relations  activity. 

There  will  be  sampling  in  1 
mother  and  baby  and  women's 
general  interest  magazines,  and 
Nice-Pak  International  have 
produced  their  first  consumer 
education  leaflet,  "Bear 
Essentials  —  A  Baby  Hygiene 
Guide",  designed  to  supplement 
the  expert  advice  of  doctors, 
health  visitors  and  mid  wives.  The 
booklet  offers  two  20p-off 
coupons  against  the  purchase  of 
any  size  of  Pudgies  super  thick 
baby  wipes.  Nice-pak  are 
negotiating  a  series  of  regional 
Press  competitions  in  conjunction 
with  the  booklet's  launch. 
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Medicines 

Pharmacies  dominate  the  junior 
analgesics  market  because  the 
liquid  products  which  form  the 
largest  segment  are  P  registered. 

The  total  market  is  growing  at 
20  per  cent  a  year,  according  to 
manufacturers'  estimates.  Sugar- 
free  liquids  grew  5  per  cent  to  a  16 
per  cent  sterling  share  of  the  total 
market  in  pharmacies  excluding 
Boots,  during  the  12  months  to 
June.  Sugar-free  Calpol  infant 
suspension  leads  this  sector, 
while  Junior  Disprol  dominates  the 
soluble  tablets/powders  sectors. 
Calpol  brand  remains  overall 
market  leader. 

Reckitt  &  Colman  say  that 
although  pharmacies  still  claim 
over  91  per  cent  sterling  of  the 
junior  analgesics  market,  they  are 
losing  some  sales  of  the  soluble 
products  to  grocers  and  can  help 
stop  this  by  displaying  the  soluble 
products  where  customers  can 
self  select. 

The  company  says  that  Junior 
Disprol,  with  £2m  being  spent  on 
promotion  this  year,  is  the  most 
heavily  supported  junior 
analgesic.  The  next  burst  of 
television  advertising,  costing 
£V2m,  starts  in  November. 
Mother  and  baby  Press 
advertising  and  detailing  to  health 
professionals  both  continue  to 
December  and  there  will  be  GP 
support  for  the  prescription  brand 
Disprol  Paediatric. 

Sterling  Health  say  that 
Panadol  baby  &  infant  and  junior 
will  benefit  this  year  from  £2. 8m 


support  being  given  to  the  Panadol 
brand  name  in  the  form  of 
television  advertising  and 
promotional  activity. 

■  Prenatol  is  being  repackaged  to 
"improve  the  product  image", 
say  A.H.  Robins  Co.  From 
November/December  the  120g 
and  50g  sizes  will  be  available  as 
tubes  "to  give  a  more  modern 
appearance." 

Prenatol  will  be  advertised  in 
Baby  Magazine,  and  the 
Newbourne  Group's  hospital 
publications  which  maintain  a 
presence  over  the  whole  of  1990. 
Samples  will  be  available  through 
pharmacies  and  there  will  be  an 
on-pack  promotion  mid-1990. 

The  company  says  that  the 
average  age  of  first-time  mothers 
—  the  target  market  —  is 
increasing  and  is  now  estimated  at 
26-27  years.  These  women  tend 
to  have  a  higher  disposable 
income  and  to  be  more  concerned 
about  their  appearance,  which  is 
good  news  for  '  'luxury"  products 
like  Prenatol. 

■  Pharmax  Ltd  are  backing 
Sudocrem  by  a  £lk m  promotional 
spend.  There  is  advertising  in 
professional  journals,  backed  by 
representatives  calling  on 
doctors,  health  visitors,  midwives 
and  nurses,  generating 
prescriptions  and  recommenda- 
tions. Over  lm  samples  are 
distributed  through  the  Bounty 
Bag,  etc.  Window  cards  and  a  new 
shelf  organiser  are  being 
distributed  to  pharmacies  by  the 
sales  force. 


Pharmax  say  the  GSL  nappy 
rash  products  market  is  worth 
almost  £8m  and  has  grown  by 
over  20  per  cent  during  the  past 
year.  Independent  market 
research  shows  that  Sudocrem 
grew  by  30  per  cent,  maintaining 
its  dominance  as  the  brand  leader. 

Infacol  is  being  support  by 
advertising  in  All  Change,  a 
Health  Visitor  Association 
publication,  together  with 
advertising  in  other  health  visitor 
and  GP  Press.  Patient  leaflets  on 
"Looking  after  baby"  and  a 
pharmacy  assistant's  guide  to 
infant  colic  are  available  through 
representatives  or  direct  from  the 
company. 

■  Boehringer  Ingelheim  say  there  is  a 
trend  towards  specialist  nappy 
rash  creams  with  superior 
antiseptic  properties,  away  from 
traditional  products  such  as  zinc 
and  castor  oil  and  petroleum  jelly . 
Conotrane  is  being  supported  by 
attendance  at  health  visitor 
exhibitions,  with  a  public  relations 
campaign  co-ordinating  offers  in 
the  consumer  Press  for 
Conotrane  pads  and  pens  and 
give-away  "goody-bags." 

■  DDD  Ltd  are  supporting  the 
Dentinox  range  with  advertising  in 
prime  mother  and  baby 
publications  throughout  the  year, 
together  with  full-page  colour 
advertising  in  major  baby  annuals. 
There  is  detailing  to  health 
centres  with  samples,  posters  and 
range  leaflets,  and  attendance  at 
monthly  health  visitor  exhibitions 
throughout  England,  Scotland  and 
Wales.  A  public  relations 
campaign  supports  the  brand 
throughout  the  year. 

■  J.  Pickles  &  Sons  will  again 
advertise  Snufflebabe  in  mother 
and  baby  magazines  as  well  as 
women's  interest  magazines 
between  October  '89  until  next 
April,  concentrating  on  the  peak 
sales  period.  Last  Winter's 
campaign  produced  excellent 
sales  inceases,  says  the  company, 
who  will  be  offering  bonus  deals 
through  the  sales  force. 

■  Whitehall  Laboratories  say  Anbesol 
is  showing  a  28  per  cent  sterling 
growth  and  is  the  fastest  growing 


Stock  up  on  Bickiepegs.  There's  a  \\Jrfe  new 
generation  waiting  open  mouthed.  *\H 


Bickiepegs 
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product  in  the  baby  teething 
market.  Each  year,  up  to  200,000 
information  packs  are  distributed 
through  the  Baby  Bundle  sample 
packs. 

M  Warner  Lambert  Health  Care  say 

Abidec  grew  43  per  cent  last  year 
in  pharmacies  and  forecast  much 
more  growth,  particularly  as  the 
"additive  free"  claim  becomes 
more  important. 

■  Crookes  Healthcare  are  supporting 
Karvol  with  a  spend  of  £1 .2m  from 
October  to  March  on  television, 
consumer  and  trade  Press 
advertising.  New  in-store  display 
materia]  includes  a  window  display 
piece  and  smaller  showcard,  and 
the  "scratch  and  sniff" 
competition  for  pharmacists 
continues  until  the  first  week  of 
January. 

■  Norgine's  new  Kamillosan  baby 
cream  and'  soap-free  baby 
cleansing  bar  are  being  supported 
by  a  £150,000  campaign. 
Professional  advertising  is  running 
in  Midwife,  Health  Visitor  and 
Community  Nurse  until 
December  and  starts  in  Health 
Visitor  next  year.  Consumer 
advertising  is  appearing  in  the  four 
baby  books  and  starts  in  the 
mother  and  baby  magazines  early 
next  year.  There  will  also  be 
sampling  via  magazines  and  health 
visitors. 

■  LRC  Products  Ltd  say  Woodward's 
gripe  water  has  strengthened  its 
number  one  position  in  the  £5m 
liquid  carminative  market  with  a 
49  per  cent  share.  Sales  in 
1988/89  were  up  5  per  cent  over 
the  previous  year,  which  had  itself 
shown  a  19  per  cent  increase. 
Currently  planning  next  year's 
campaign,  LRC  believe  strong 
promotional  support  is  the  key  to 
the  brand's  success. 

■  Pharmacies  remain  the  key 
outlet  for  nappy  rash  creams, 
currently  enjoying  an  extremely 
buoyant  market  according  to 
Wellcome  Foundation.  Branded 
creams  are  an  area  where 
professional  advice  is  still 
important,  so  Wellcome  will  be 
supporting  pharmacies  with 
Drapolene  POS  material  and 
counter  assistant  promotions 
designed  to  educate  staff  on  nappy 
rash.  Targeted  sampling  to 
mothers  and  health  professionals 
will  continue  throughout  1989/90, 
including  free  samples  in  the 
Bounty  bag.  Consumer  Press 
advertising  will  support  the  brand 
throughout  the  year. 

Non-medicines 

ffi  AAH  Pharmaceuticals'  Vantage 

symbol  group  recently  launched 
three  baby  care  products.  The 
Vantage  nappy  bag,  delicately 
perfumed,  can  be  used  to  line  the 
nursery  bucket  and  provides  a 
hygienic  method  of  disposal  for 
nappies,  wipes  etc  (50,  £0.99). 
The  Vantage  own-label  disposable 
breast  pads,  made  from 
environmentally-friendly  pulp,  are 


shaped  for  comfort  and  offer 
increased  absorbency  where  it 
matters  most  (50,  £1.75).  Finally, 
the  Vantage  children's  foam  bath 
(1  litre,  £0.99)  has  a  gentle 
formula  which  is  said  to  work 
efficiently  at  low  temperatures. 

A  selection  of  own-label 
babycare  items  will  feature  in  the 
new  Elm  plus  advertising 
campaign  just  starting  in  women's 
interest  magazines. 

■  This  month  Oral-B  Laboratories 
launched  a  "British  Wildlife 
Appeal"  on  their  new  range  of 
character  brushes  for  primary 
schoolchildren,  starring  Mickey, 
Minnie,  Donald  and  Pluto,  and  the 
Disney  Duck  Tales  brushes  for 
the  under  fives.  For  every 
toothbrush  bought,  carrying  the 
St  Tiggywinkles  hedgehog,  Oral- 
B  will  denote  15p  to  the 
Aylesbury-based  Wildlife  Hospital 
Trust.  The  target  of  £10,000  will 
build  the  Oral-B  small-animal 
intensive  care  unit  at  Europe's 
first  wildlife  teaching  hospital. 

■  tlnichem  are  considering  at 
repackaging  their  entire  baby 
product  range  in  the  new  year. 


Tony  Foreman,  assistant 
marketing  director,  commented: 
"We  are  continuing  to  market  the 
range  to  the  consumer  as  well  as 
trade  and  are  looking  at  more 
consumer-orientated 
techniques."  They  recently 
launched  a  new  silicone  teat  for 
feeding  bottles  which  is  stronger 
and  doesn't  collapse  when  babies 
suck  it.  While  marginally  more 
expensive  than  Unichem's  other 
teats,  it  is  more  economical  in  the 
long  run  they  say. 
■  S.  King  Ltd,  who  supply  baby 
clothing  to  pharmacies  in  the 
South  East,  are  hoping  to  expand 
distribution  with  a  wider  range  of 
improved  quality  items.  Clothing 
is  a  growth  area,  they  say.  They 
can  supply  baby  knitwear,  pram 
suits,  sleep  suits,  pyjamas, 
joggers  and  ski  suits  up  to  age  two 
to  three  years,  and  bedding  is  a 
future  possibility  (tel:  0621 
850829). 


Dressed  by  Trimster 

■  Trimster  Co  Ltd,  who  celebrated 
their  25th  year  of  business  in 
August,  are  introducing  a  new 


Tommee  Tippee  's  Christmas  toybox 


treasure-to-wear  range  of  baby 
and  childrens'  wear. 

■  Dunbee's  Benjywear  musical  bib 
range  has  been  extended  with  the 
addition  of  the  popular  nursery 
rhymes  Old  MacDonald,  Teddy 
Bears'  Picnic  and  Twinkle 
Twinkle.  The  words  of  the 
nursery  rhyme  are  printed  on  the 
reverse  of  the  pack.  The  bibs  are 
made  from  washable,  PVC- 
backed  soft  terry  material  and  the 
musical  device  is  safely  encased  to 
allow  easy  washing  (£1.99). 

■  Child  Health  is  among  the 
topics  covered  by  Video  Health 
Publications'  new  titles  recently 
introduced  to  pharmacies.  The  55 
minute  video  (£7.99)  examines 
some  common  symptoms  and 
how  they  can  be  diagnosed,  the 
more  serious  complaints  which 
afflict  children,  treatments 
available,  the  hazards  of  a  poor 
diet  and  some  first  aid  techniques. 

■  Joytime  Continentals'  latest  range 
of  babies'  and  children's  clothing 
includes  new  two-piece  woven 
suits  for  two  to  five  year  olds, 
swimwear  and  "more 
sophisticated"  dresses. 

■  Egnell  Ameda  are  advertising 
BabyShh  baby  calmer  to  older 
women  in  the  belief  that  it  should 
be  a  gift  bought  by  grandmas  and 
mothers-in-law.  The  campaign 
started  this  month  in  high 
circulation  women's  magazines 
such  as  Woman's  Weekly.  The 
device  emits  patternless  sound 
like  that  of  rustling  leaves,  to 
soothe  crying  babies.  The 
company's  range  of  breast  pumps 
is  being  advertised  to  young 
mothers,  health  visitors  and 
midwives. 

■  Quality  is  becoming  the  key 
word  in  plastic  goods.  Curver 
Consumer  Products  say  that  the 
increasing  age  of  first  time 
mothers  and  their  increasing 
affluence  has  led  to  consumers 
trading  up  to  premium  quality. 

"Our  research  has  shown  that 
the  majority  of  our  babyware  sales 
are  impulse  purchases  by  mums- 
to-be  so  the  products  offer  a  good 
profit  opportunity  to  retailers," 
says  marketing  director  Glyn 
Morgan.  "Also,  very  few 
mothers  know  which  sex  their 
baby  will  be  so  our  baby  colours 
are  non  gender  specific." 

Mendle's  experience,  too,  is  that 
public  demand  is  increasing  for 
better  quality,  better  designs  and 
more  sophisticated  colours: 
"Undoubtedly  the  trend  is  away 
from  the  cheap  end  of  the 
market." 

■  Robinson  say  the  total  market  for 
cotton  wool,  excluding  buds,  is 
worth  £41 .8m  rsp  with  a  year  on 
year  growth  of  12  per  cent 
sterling.  Their  cotton  wool  pleats, 
rolls  and  balls  are  strongly  baby 
orientated,  as  they  are  available  in 
economical  sizes.  When 
considering  ways  to  increase 
cotton  wool  sales,  attention 
should  be  focussed  on  coloured 
cotton  wool  balls,  they  suggest. 
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A  Vantage  pharmacist  who  took  to  the  range 


t  was  certainly  an  inviting  prospect. 
An  expanding  range  of  Vantage 
own  label  products  all  attractively 
packaged,  offering  top  quality  at 
excellent  margins.  It  turned  out  to 
be  just  the  thing  to  boost  his  sales  so 
he  can  afford  to  take  off  to  the  wide 
open  spaces. 

The  other  benefits  in  the  Vantage 
package,  an  attractive  range  of  point 
of  sale  material,  plus  financial 
assistance  for  Vantage  shop  fascias 
and  a  powerful  £1  million  advertisin 
campaign  in  popular  women's  magazines. 
Monthly  offers  on  top-selling  OTC  products. 


professional  staff  tra  ining  courses 
and  the  informative  Vantage  News, 
backed  up  with  regular  visits  from  a 
local  Vantage  representative. 

So  wh  y  don  t  you  become  a  Vantage 
pharmacist?  It  gives  you  the  back  up 
of  a  large  caring  organisation  — 
yet  you  keep  your  independence. 

\Antage 

CHE         *VI  1ST 


YES,  I  would  like  to  become  a  Vantage  pharmacist. 
Please  contact  me  □  NO  thanks,  horses  frighten  med 

NAME  


TEL 


POST  COUPON  TO:-  VANTAGE  DEPARTMENT. 

A  AH  PHARMACEUTICALS  LTD. ,  WEST  LANE.  RUNCORN,  CHESHIRE  WAT  2PE. 


WE'RE     ALWAYS     THERE     ■     WE     ALWAYS  CARE 


They're 


THE  NEW  KAMILLOSAN*  RANGE 


Now,  there's  a  new  profit 
opportunity  from  Norgine 
Consumer  Healthcare  Division. 
The  new  Kamillosan  Range  for 
mother  and  baby. 

Kamillosan  Ointment  is  already 
the  leading  product  for  sore 
nipples  during  breast  feeding  and 
is  actively  recommended  by 
clinics  and  midwives. 

Now,  building  on  Kamillosan's 
unique  reputation,  Norgine  are 


introducing  Kamillosan  Baby  Cream 
and  Kamillosan  Baby  Cleansing 
Bar,  each  containing  natural, 
soothing  Chamomile. 

Norgine  is  supporting  the 
launch  of  the  Kamillosan  range 
with  heavy  advertising,  promotion 
and  sampling. 

The  baby  care  professionals 
will  be  recommending  it. 

You'll  be  selling  it. 


J#  NORGINE  CONSUMER  HEALTHCARE  DIVISION. 


Further  information  from  Norgine  Limited,  116-120  London  Road,  Oxford  0X3  9BA 


